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A complete ready reference library at the disposal of any display man or card writer makes his 
work easier, and provides a source of ideas and suggestions that will develop great improvement and 
originality. The following books are offered as the best works on their subject to be obtained any- 

where and are worthy of your consideration. 


THE ART OF DRAPING 
By Jerome A. Koerber 


A complete system and text-book on draping in all its branches 
for show window and commercial use in three parts covering every 
essential of the art, ws the choice drapes of the masters in 
the art; 112 pages, fully illustrated throughout, size 734x10%, 
substantial cloth binding. Price $3.00, postpaid. 


TAYLOR COLOR CHART 

The Taylor System of Color Harmony is a visible method of 
combining color harmonies easily, quickly and correctly. The 
only means available today by which infallible color combinations 
of two to seven pure, different colors can be selected with instant 
result, producing 20,000 fresh, distinctive color harmonies. Con- 
sists of accurately lithographed color chart showing ninety-six 
colors, with color masks and instructions. Price $15.00, postpaid. 


LETTERING FOR COMMERCIAL PURPOSES ee 
By W. H. Gordon 


Now in its fourth edition. The most modern treatise on letter- 
ing, the work of an authority on lettering and show card writing. 
Complete text and reference book. 176 pages, fully illustrated, size 
9x12, cloth binding. Price $3.50, postpaid. 


COLORED ORNAMENT 
By Speltz 
An English text giving sixty plates on the antiquities—Egyp- 
tian, Pompeiian, etc. All are beautifully colored. This work is 
used by a large number of display men. Price $10.00, postpaid. 


FORMES et COULEURS 
By Thomas 
A unique portfolio of twenty colored plates in the latest = 
date colors—a revelation in display ideas and colorings. rice 
$24.00, postpaid. 

















OR et COULEURS 
By D’Arcy 
An especially valuable portfolio of twenty color plates that is 
popular with display men. Another portfolio full of ideas and sug- 
gestions for the display profession. Price $18.00, postpaid. 


100 LOOSE LEAF LESSONS IN LETTERING 
By W. H. Gordon 


A loose leaf system of 100 lessons in modern brush and pen 
lettering by the new Gordon system of instruction of comparative 
and classified method, in which the familiar music staff of five 
lines and four spaces is used as a guide in alignment. For brush 
and pen. Printed on cardboard, sizt 7x1l, bound in strong blue 
container. Price $2.00, postpaid. 


THE BOOK OF ALPHABETS AND LAYOUTS 
By Al Imelli 

Containing the entire range of sign alphabets as used today, 
each accompanied with modern layout and designs. The most 
practical book for the sign man and designer. 109 alphabets, 100 
attractive layouts. Also a section devoted to the Art of Metal 
Etching for Sign Purposes. 176 pages, fully illustrated, size 734x 
10%. Price $4.00, postpaid. 


BASIC LETTERING 
By W. A. Heberling 


A complete text-book on commercial sign work. The book con- 
tains 110 pages of text and hundreds of alphabets and illustrative 
plates. Covers everything the sign man wants to know. 272 pages, 
fully illustrated, size 9x12. Price $4.00, postpaid. 

















Any of the above books may be purchased together 
with a year’s subscription to The DISPLAY WORLD. 
regular price $2.00, by adding only $1.00 to the list price 
of the book, which means a cash saving of $1.00. If you 
are already a subscriber, your subscription will be ex- 
tended. 

SPECIAL DISCOUNT—On orders for three or more 


books shipped to the same address, we allow a special 
dicount of 10 per cent. 


Send your order today to 
Book Department 
THE DISPLAY PUBLISHING COMPANY 


Cincinnati, Ohio 











ART OF SIGN PAINTING 
By Atkinson 


An excellent treatise on sign painting that is thorough and 
complete. Thousands of this book have been sold. Tt contains 
378 pages, is fully illustrated, sizé 10x12 inches, cloth bound. Price 
$4.00, postpaid. 





A SHOW AT SHO’ CARDS 
By Atkinson & Atkinson 


A practical handling of the subject of show card writing by 
men who knew their subject. 300 pages, fully illustrated, size 
10x12 inches, cloth bound. Price $4.00, postpaid. 


STRONG’S BOOK OF DESIGNS 
By Strong 


An exclusive design and alphabet compilation, including orna- 
mental initials, scrolls and borders, some of them in colors. Three 
canoes designs, size 8i%x10% inches, cloth bound. Price $4.00, 
postpaid, 


SCENE PAINTING & BULLETIN ART 


By Atkinson 


A book of 300 pages, covering the subject of scene painting in 
detail. The only book of its kind and one that should be owned 
by anyone attempting to do this kind of work. Size 10x12 inches, 
cloth bound. Price $4.00, postpaid. 


DAILY’S SHOW CARD WRITER 


Up-to-date information and ideas for the window trimmer and 
show card writer. 100 pages, fully illustrated, size 934x12% inches, 
paper bound. Price $2.00, postpaid. 


THE ART OF SHOW CARD WRITING 
By Strong 
A fine text-book on show card writing, containing practical and 


complete text, alphabets and show card illustrations. 240 pages, 
size 8x11, cloth bound. Price $4.00, postpaid. 


ART MONOGRAMS & LETTERING 
By J. M. Bergling 


The most successful book of its kind. Profusion of monogram 
ideas, designed to conform with the taste and requirements of the 
times. 60 plates, size 8x1l, cloth bound. Price $2.75, postpaid. 


ART ALPHABETS AND. LETTERING 
By J. M. Bergling 


Great variation of styles and forms of lettering required in the 
many different branches of letter making. Contains a large col- 
lection of practical and up-to-date designs and engravings. The 
many artistic lettering studies should prove an authoritative guide 
and inspiration. 96 pages, size 8xll, cloth bound. Price $2.75, 
postpaid. 























SHOW CARD WRITING 
By Blair 
The whole story of modern show card writing in one book. 
Abundant specimens of good show cards for suggestions. A book 
for the beginner and experienced show card man. Every chapter 
full of valuable information and ideas. 236 pages, cloth bound. 
Price $2.50, postpaid. 
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Wax Figures of 
Frankel Quality 





Over 25 Models to Select From— 
in Blondes, Brunettes, Titians, etc. 


Life-like, natural, new models, beautiful new 
faces. All Frankel. Wax Figures are made of 
the Finest grade Imported mineral wax and are 
modelled by the most skillful artists. They are 
guaranteed against all climatic changes (will 
not melt nor crack). 


Special Price $175 


There’s a FRANKEL Pose 
for EVERY DISPLAY need 


————— 


MANUFACTURERS 


RANKFr 


DISPLAY FIXTURE CO. 









1146 Broadway New. York City 
Established 1888 

































Compel Attention! 





BY USING THE 


Fashion Floodlite . 


Yow are working hard preparing your holiday 





window trims. Make them an assured success 
with the aid of 


Fashion Floodlite Jr. 


It throws a spotlight beam on any portion of 
the display and floods the whole window at 
the same time. 


DOUBLE ACTION—DOUBLE VALUE! 


Simply screw on wall or ceiling. A twist of 
the wrist will adjust it to any angle desired. 


It’s made of aluminum (non-breakable). Com- 
plete with color frame, five sheets assorted 
color gelatine, cord and plug for 


$13.50 


FLOODLITES in your Holiday Display are 
an Absolute Necessity. 


Send us your order to-day. Don’t delay. 


BRIELOFF MFG. CO. 


119 Lafayette St. (Dept. 12) New York 
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An Appreciation From the Retiring, Editor 


| With the publication of this issue of The Display World my resignation of 
the office of its managing editor will have become effective. It is, therefore, op- 
portune and highly fitting that some manifestation of the genuine appreciation 
I hold for the innumerable evidences of co-operation, so abundantly bestowed 
by friends and supporters of the display profession, be recorded. Only through 
this co-operation of inestimable merit could the accomplishments of the past fif- 
teen months be achieved, a co-operation which has been instrumental in the at- 
tainment of an editorial program and standard distinctive in the field of mercan- 
tile display art—an accomplishment which the friends and readers of The Display 
World are generous enough to call successful. 

This service as directing editor and editor of The Display World has been a 
source of pride in that it afforded an opportunity to again assist in the progres- 
sive achievements of the displayman’s program. And also, during these past fif- 
teen months it has been my good fortune to note and observe the steady and 
sure progress being made by the honored profession of displaymen. After a 
period of many years, during which progress was not infrequently drearily slow, 
it seems that the profession has suddenly found itself, that the message of union 
has finally been answered and displaymen everywhere are embracing the princi- 
ples of the organization that the purposes and the object of it might be crowned 
with the success it deserves. 

Great are the rewards predestined for the display manager who has the fore- 
sight to look into the future and the analytical judgment to shape his plans in such 
manner as to take best advantages of the opportunities before him. The art of 
mercantile display is but in its tender youth; its progress is but begun; its future 
importance can but only be contemplated since a definite expression cannot logi- 
cally be employed to appraise the value of that which is inestimable or beyond 





appraisal. 

In reviewing or in any manner alluding to the successful accomplishment of 
the division directed by me as managing editor of The Display World, I feel it 
imperative to here evidence my enthusiastic praise for the publishers, whose 
genuine desire to assist in the program of display advancement, has placed at 
my disposal all those instrumentalities necessary for the building of a successful 
publication. Their constant support and encouragement have, with the co-opera- 
tion so generously rendered by displaymen, made possible what the general pro- 
fession has deemed to term an accomplishment in the interest of mercantile 
display art. On a foundation so firmly builded the greater development of The 


Display World is assured. JAMES W. FOLEY. 4 
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EW IDEAS in Metal 
N Display Fixtures which 
have been found to be 
exceptionally useful for the ar- 
rangement of grouping to- 
gether in display many differ- 
ent kinds of merchandise. 





You will find the illustrated 
Stands have a special value for 
many purposes. 
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Blouse Form with Arms 
Also note Blouse Form, lat- 


est shape, with arms, further 
assisting in making an inter- 
esting display of blouses and 
other ladies’ wearing apparel 
for window work. 


Our complete new Fixture 
Book, The Merchants’ Guide,” 
no doubt will interest you, for 
it has many suggestions to 
offer. 


If you wish a copy now we 
shall be pleased to have you 
write us for it. 





Hugh Lyons & Company 
Lansing, Michigan 
SALES OFFICES 
New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd. 
Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. lowe 
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Lighting Demands of the Retail Store 


Every store has its lighting problem and maximum sales efficiency 
cannot prevail until illumination requirements are met 


By N. W. TOWNSEND 
Lighting Efficiency Engineer, The National Lamp Works, Cleveland 


mw} illuminate a store successfully, light must be 
provided where it is needed. The matter of 

S| getting proper and adequate illumination 
where it is needed in the store resolves itself into 
merely a matter of suitable reflecting equipment, mount- 
ed and spaced to the best advantage and equipped with 
lamps which give a desirable amount of illumination 
of a satisfactory color quality. 
Each store presents an individual 
problem, and the conditions per- 
taining to your particular store 
must be considered in the con- 
sideration of your lighting in- 
stallation. 

As a general rule, the light- 
ing units in a store should be 
placed on 10-foot centers. The 
size of lamps to go in these units 
will depend upon the type of unit 
selected and upon just how well 
lighted it is desired that the store 
should be. The tendency to-day 
is steadily toward a higher standard of illumination for 
both the store interior and the display window. It is 
therefore wise to install a system which, in its adequacy 
and its flexibility, will not become obsolete in a few 
years. Remember that the more easily your customers 
can see what they are buying, the more easily they can 
recognize the true value of your merchandise and the 
more satisfied they will be, and the less troublesome 
will be your return goods problem. 

Five foot-candles of illumination should be the very 
lowest lighting value any good retailing store should 
have in most cases. Eight or more foot-candles is per- 
haps about the average of general practice in metropoli- 
tan shopping districts. Many stores, however, find 
twelve to fifteen foot-candles desirable, and this can 
by no means be considered excessive when we realize 
that the foot-candle power of daylight ranges from sev- 
eral hundred to at least a couple of thousand. 





No other single factor, perhaps, is 
more important in the facilities of 
retail store operation than illumina- 
tion. It determines in great meas- 
ure the attracting power of the show 
windows and within the store makes 
selling easier or more difficult ac- 
cording to the degree and kind of 
lighting in effect. In this most in- 
teresting article N. W. Townsend il- 
lustrates and describes the various 
types of light fixtures and indicates 
standards of illumination for stores 
of all classifications and sizes. 


A certain intensity of illumination for certain types 
of stores is quite often specified. For instance, we 
might say that a grocery store should use so many foot- 
candles, that a drug store should have so many, and 
that a shoe store requires such and such an intensity, 
and so on through the entire classification of stores. 
But a classification of this kind is in a way misleading, 
since the kind of goods handled 
does not alone determine the 
amount of light that it is really 
desirable for a store to have. Of 
course there is a certain mini- 
mum of illumination which it is 
necessary for a store to have in 
order to satisfy visual require- 
ments. And it is true that a store 
selling auto accessories would not 
‘equire as much light as a store 
selling paintings or fine laces. 
But, for example, an illumination 
of 5 foot-candles might be amply 
sufficient to satisfy all visual re- 
quirements for the merchandise sold in a certain store. 
But—the neighboring stores might be so much better 
lighted that this 5 foot-candle store looked poorly 
lighted and unattractive by comparison. In such a case 
it would probably be a very wise investment to boost 
the illumination up to 8 or 10 foot-candles, or even 
higher if necessary, to bring the illumination up to that 
of the neighboring stores. And if it was really desired 
to make this former 5 foot-candle store stand out in an 
attractive manner from the rest, it would be well to 
have its foot-candle intensity even higher than that of 
the other stores. 

We have mentioned the term “foot-candle” many 
times, so perhaps it would be advisable to here explain 
the use and meaning of this lighting unit of illumina- 
tion value or “intensity” of light upon a surface. The 
foot-candles of illumination may be thought of as 
somewhat similar to the inches or feet of thickness of 














6 THE DISPLAY WORLD 


a snowfall. Foot-candles must not be confused with 
candle power, the un‘t of light brilliancy or intensity 
of radiation; nor with lumens, the units of light quan- 
_tity. We have said that eight or more foot-candles is 
perhaps about the average of general practice in metro- 
politan shopping districts, and we may say that, gen- 
erally speaking, 6 to 10 foot-candles may well be desig- 
nated as a desirable range of illumination for the ma- 
jority of installations. The following classifications 
will show you in a general way some of the considera- 
tions which should affect the choice of illumination 


values. Always keep in mind that local conditions may” 


make it advisable to have better illumination than here 
designated. 

Four to six foot-candles—Satisfactory for the usual 
small store in suburban districts or for stores in small 
towns where the street.lighting and surroundings are 
not bright. . 

Six to ten foot-candles—Downtown stores and 
shops where better illumination is essential, not only 
from the standpoint of selecting merchandise but also 





Enclosing-Diffusing Luminaires 


from that of the appearance and advertising value of 
a well-lighted interior. 

Ten to fifteen foot-candles—Excellent lighting, es- 
pecially desirable in high grade stores, including art 
stores, millinery, suit, fur stores, and the like. Stores 
or departments displaying dark colored merchandise 
will find this class of illumination most satisfactory, 
although a lower value may suffice for light goods. 

Ten to one hundred foot-candles.—Desirable range 
of illumination for show windows depending on light- 
ing of surroundings and street illumination. 

The reflecting condition of the interior, that is, the 
color of the walls and ceiling, affects the illumination 
to a great extent. The proportions of light reflected 
by walls and ceilings of various colors, that is, their 
reflection factors, have an important bearing on both 
the natural and the artificial lighting. Different painted 
surfaces will reflect widely varying percentages of arti- 
ficial lighting. For instance, an ivory white painted 
surface will reflect about 76 percent of the light of 
Mazda lamps, while a sky blue surface will reflect but 
31 percent, and an olive green but about 14 percent. 
Light colored interiors are desirable whenever prac-- 
ticable, since they can be lighted more efficiently and 
are likely to be also more attractive. In order to direct 


the maximum amount of light where it will be of ser- 
vice and to shield or soften the brilliant light sources 
in the range of vision, reflecting and diffusing equip- 
ment must be used. 

Stores may be satisfactorily illuminated by various 
types of lighting units on the market. From the 





Enclosing-Light Directing 


standpoint of good lighting such reflecting equipment 
can be divided into five different classes according to 
the way in which they control and diffuse the light. 
Right at the start good illumination principles will rule 
out all types of reflectors which expose the bare lamp 
filament in practically every case. The five preferred 
classes may be designated as being: (1) enclosing, dif- 
fusing, (2) enclosing, light directing, (3) semi-enclos- 
ing, (4) semi-indirect, and lastly (5) totally indirect. 
Representative units of these various classes are shown 
in this article. 

There are many things to be considered in the selec- 
t.on of the proper type of lighting units for your store. 
Otf course, the most important of these considerations 
should be that of the efficiency of the various units 
under consideration. Attention will, of course, also be 
directed to the favorable appearance and to the cost. 
It is possible to judge the efficiency of a unit by author- 
itative test data or by the word and reputation of the 
manufacturer. The type of store will have a bearing 
upon the appearance of the unit, for an ornate fixture 





Semi-Enclosing 


that would seem entirely out of place in a meat market 
might be just the thing for an exclusive women’s wear 
shop. You should never form an opinion of appear- 
ance until after the unit has been seen lighted. It 
quite often happens that units are made so small that 
when used with the size of lamp they are rated to 
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accommodate they are altogether too bright. A slightly 
higher first cost should not influence one to decide 
against equipment which will deliver the greatest satis- 
faction throughout the entire period the lighting sys- 
tem will be in service. 

In order that we may have a better understanding 
of what the various types of approved fixtures are and 
what their advantages and disadvantages are, it may 
be well to briefly consider these five different classes : 

Enclosing-Diffusing Luminaires: These units have 
found wide application since the introduction of the 
Mazda C lamp. They diffuse the light from these 
high-power sources satisfactorily and may be obtained 
in a variety of shapes and designs suitable for all 
classes of store interior. While diffusing units do not 
direct light strongly downward toward the counters, 
they distribute it in all directions about the interior, 
make for a bright and inviting appearance of the room, 
and furnish excellent illumination for high shelves and 
wall cases. However, where walls and ceiling are dark 
and hence absorb most of the light that strikes them, 
higher wattage units may be required for satisfactory 


counter illumination than is the case where light-direct- 


ing units are employed. Units of ample size and of a 
good quality of diffusing glass should be chosen so 
— 3 2 








Semi-Indirect 


that they will not be too bright and so light will be 
thoroughly diffused. 

Enclosing—Light Directing: The need for enclos- 
ing units of a type which, while diffusing the light and 
distributing a satisfactory amount toward the upper 
walls and ceiling, and would direct more light down- 
ward, has been met by the design of so-called enclosing- 
light directing units which merit the popularity with 
which they have been received. They are available in 
various forms. In some, as shown in Sketch A, control 
of the light is obtained by using translucent glass of 
uniform density and giving the unit a slightly flattened 
contour. In others, as in Sketch B, the upper section 
is of large diameter and designed to act as a reflector. 

In general, light-directing units furnish less illu- 
mination for the upper portions of an interior, includ- 
ing high side shelves and wall cases, than purely diffus- 
ing units, but supply more light downward for counter 
illumination where walls and ceiling are dark. Light- 
directing units will furnish from 10 to 25 percent more 
light upon the counters. 


Self-Enclosing: The illumination obtained with this 
class of units differs but little from that obtained with 
the enclosing-light directing type. It is evident, how- 
ever, that the bowl, opening upward, will invite the 
accumulation of dust and dirt on reflecting surfaces 
and that more frequent maintenance will be required 
than where such surfaces are enclosed. The chief ad- 
vantage of these units over the totally enclosing type 
is that they lend themselves somewhat more readily to 
decorative treatment. 
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Totally Indirect 


Units of types illustrated are particularly adapted 
to mounting close to the ceiling ; when suspended from 
the ceiling the upper reflector will cast a shaiiow on the 
ceiling. The softness of such shadows will depend 
upon the design. 

Semt-Indirect: Where the ceiling and upper por- 
tions of the walls can be finished in light colors and 
maintained in good reflecting condition, semi-indirect 
units afford pleasing illumination and present an at- 
tractive appearance. The light reflected from the ceil- 
ing is thoroughly diffused, hence shadows are soft and 
the units themselves are generally of low brightness. 
Since light reflected from the ceiling has a pronounced 
downward direction, the illumination of shelves and 
wall cases is slightly better with luminaries which di- 
rect light more strongly to the sides. 

In the types of units illustrated in Sketches A and 
B, adequate maintenance is absolutely essential to sat- 
isfactory results. Sketch C illustrates a class of 
totally enclosed semi-ind:rect units of recent design in 
which the upper clear glass portion prevents the accu- 
mulation of dust and dirt upon the lamp and reflecting 
surfaces and greatly facilitates maintenance. 

Totally Indirect: Totally indirect lighting is char- 
acterized by its softness and freedom from shadow. It 
is particularly suitable for an interior in which it is 
desired to create a subdued and quiet atmosphere. The 
use of portable lamps, to furnish tone to the lighting 
and to introduce a certain amount of highlight and 


_ shadow, is often desirable to supplement indirect light- 


ing in exclusive stores and small specialty shops. Indi- 
rect un‘ts in which the bowl is luminous are preferred 
by many. 

Light colored ceilings and upper side walls are es- 
sential to the efficiency of a totally indirect lighting 
system. Since dust and dirt collecting in the indirect 

(Continued on page 25) 
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Efficient Equipment and Sales Making 


Progressive merchants cognizant of the importance of appropriate 
interior equipment and display fixtures in the program of distinctive 
store service—TIhe new store of Keith-O’Brien Company 






EES SAIKE all successful retail organizations, the 
Ki) Keith-O’Brien Company, of Salt Lake City, 


Utah, enjoys a commanding position in the 
community it serves, principally because of its service- 
rendering propensities, a feature of the company that 
is imperative here, as it is in every retail establishment 
that would rise to merchandising heights. Service, 
that’s the inspiration of the Keith-O’Brien organiza- 
tion, service to the community, rendered in such a way 
“that the shopping public has come to accept the an~ 
nouncement of this big retail establishment as the 
absolute truth concerning matters pertaining to mer- 
chandise buying and selling. 

A few weeks ago the Keith-O’Brien Company, in 
fitting manner, observed the opening of its beautiful 
new store, and in the various references to Keith- 
O’Brien activities as a merchandising medium there 
was always present-that appreciation of the fact that 
to be successful a business organization such as a retail 
store must have the confidence and good-will of the 
public. It was further agreed that this determining 
element, in appraising the status of the store as it func- 
tions as a public benefactor, is present just in such a 
degree as its service-rendering facilities function. 

And these expressions concerning the importance 
of service and the positive demand of the public for it 
are most eloquently supported and illustrated in the 
beautiful new five-story building now commanding one 
of the most valuable business sites on Salt Lake City’s 
busiest street. 

The new store of Keith-O’Brien is a revelation, and 
long and diligent study on the part of the executives 
of this organization, supplemented by the expert co- 








operation of department analysts and equipment spe- 
cialists, have brought to Salt Lake City the finest and 
most modern equipment known to present-day mer- 
chandising. Innovations in lighting effects, rare taste- 
ful tints in mural decorations and more pronounced 
coloring in carpets and draperies greet the discriminat- 
ing observer upon entering. New show windows, fin- 
ished in the pleasing shades of Travertine marble and 
lighted with a system of indirect rays that will leave no 
contrasting shadow, divide the main entrance into two 
approaches. The arrangement leaves little to be de- 
sired for easy shopping. 

On the first floor, as one enters, are the gloves, 
hosiery, underwear, jewelry, drugs, notions, handker- 
chief and silverware departments. Above the shelves 
for stock there have been arranged a series of show- 
cases finished in mahogany and equipped with lighting 
devices which make the articles displayed stand out 
plainly. The elevator is about a third of the way from 
the street entrance and most convenient. Sand and 
peach tints predominate in the decorations. 

A mezzanine floor reaches from the front of the 
building nearly half way to the rear, and there are to 
be found the shoe and mail order departments, besides 
the women’s waiting room. The latter is suggested as 
a rendezvous for shopping engagements and is equipped 
with comfy chairs and settees. 

On the second floor are found a bewildering array 
of piece goods. Everything sold by the yard, from 
the filmiest of silks to heavy velvets and plushes, and 
from the humbler ginghams to fancy trimmings, and 
also the buttons and other appurtenances needed by 
dressmakers. A special lighting arrangement makes 
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View of Part of the Window Front of Keith-O’Brien’s New Store, Salt Lake City, Utah 
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Sectional Interior View at Keith-O’Brien’s, Showing Excellent Equipment Selection and Arrangement. 


use of daylight throughout the whole of the second 
floor, besides which there are numerous inclosed lights 
with opaque domes that cast a minimum of shadow. 
The latter is a most necessary feature in the examina- 
tion of colors, ‘for matching samples and grouping 
shades in piece goods. 

Throughout the whole building a double row of 
columns is equipped with tall beveled edged mirrors, 
very conveniently placed for the comfort of customers. 
Neither pains nor expense have been spared to make 
the store attractive and comfortable, and the results in 
this respect are most gratifying. 

Women’s outer apparel, blouses, sweaters and pet- 
ticoats are found on the third floor. The arrangement 
for the ready-to-wear outer garments is a distinctive 
advance over anything seen in department stores of 
Salt Lake. The entire room is divided into a series of 
cabinet-like display rooms that lend much convenience 
to the selection of a gown or cloak. 

On the fourth floor the women’s lingerie and mil- 
linery departments divide honors with the children’s 
apparel, the barber shop and corset and muslinwear 
departments. The barber shop is a delightful surprise 
for the youngster who has yet to get his first bought- 
and-paid-for haircut. On the walls are scenes depict- 
ing many of the favorite nursery rhymes. The chairs, 
which represent dashing chargers and galloping ponies, 
are the only articles to remind one of the haircutting 
department on the first floor of the former store. 

At the front of the building.on that floor the mil- 
linery department has a special room for the showing 
of the latest Parisian creations. On every side there is 


evidence of careful selection in decoration, and for the 
most part the tones are subdued and restful. 

The general offices of the management are situated 
in the front end of the fifth floor. Toward the rear are 
found the needle art and gift shop departments, and 
at the extreme rear end of the floor there will be opened 
a tea-room, where a business lunch for men will be 
featured. 

The new establishment is a distinct addition to the 
shopping facilities of milady in Salt Lake. It is pos- 
sible for her to be outfitted there from the top of her 
head to her toes, besides indulging her most capricious 
whims in the latest novelties in jewelry and bags, art 
trinkets and other trifles so dear to the feminine heart. 

All the beauty of this big store and all the service 
that it is now in a position to render comes only through 
the right sort of appreciation of the importance of 
equipment, fixtures and decorations. Without the in- 
troduction of appropriate and well selected equipment 
and fixture requirements, maximum store efficiency 
could not obtain, and an unskilled selection or adapta- 
tion of ornamentation would deprive the store of the 
pleasing and restful atmosphere and environment that 
is so necessary for present-day store service. 

Specialists in matters of department location and 
arrangement and authorities on equipment building 
were consulted before actual interior construction was 
started in this building, and the wisdom of this pro- 
cedure is amply in evidence in the excellent and dis- 
cerning judgment manifested through the simple yet 
excellent arrangement and location of each unit of 

(Continued on page 24) 
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Adapting Ideas to the Small Store 


Small store displayman and merchant will do well to study displays 
from big stores—Always present suggestions that may be modified 
and made excellently adaptable to more limited display facilities 


Nel OT infrequently does a letter reach the editor’s 
leh desk in which some young man, venturing into 
ee" the profession of mercantile display, takes 
occasion to criticize that policy in which display exam- 
ples of the moderate sized and larger stores are repro- 
duced in the educational media of the display field. 
Invariably a brief response, setting out clearly the rea- 
sons for the procedure generally followed is sufficient ; 
. but, as may be expected, there are those who insist that 
high-class displays serve no purpose other than to build 
prestige for the displaymen who conceive and install 
these showings. 

Surely the best pattern to follow in the making of 
a shoe is that one that is correct in principle, and, sim- 
ilarly, in the display field can one best learn from ex- 
amples of his superior. The trouble in this matter 
seems to lie in the fact that many men nave yet to 
learn how to study, how to analyze and apply those 
points and principles so frequently before them. The 
secret of learning is in knowing how to teach one’s self, 
and this is all important. To be sure, if a displayman 
cannot tell an idea when one is present, then he has 
neglected the first essential of his profession—or any 
profession. 

To illustrate a point the readers’ attention is called 





to the two display suggestions presented on these pages. 
They are offered to illustrate the fallacy of the argu- 
ment frequently set forth to the effect that Marshall 
Field or John Wanamaker displays cannot be employed 
to supply display ideas to the displayman of the small 
store with a very limited appropriation. 

The first illustration presents a most appropriate 
setting, practical in every way and readily adaptable to 
almost any line of merchandise, though perhaps best 
suited for the showing of women’s ready-to-wear, dry 
goods and millinery. The background is constructed 
of composition board, first designed and cut in sections 
in the displayman’s workroom. A center section can 
be made of the same material, or painted canvas, or 
an appropriate selection of ornamental paper might be 
employed. Or again, a plain stretched or pleated dra- 
pery material may be adaptable, depending in degree 
upon the theme of setting and composition. If the dis- 
playman is installing this setting for the Christmas 
season, suitable and particularly appropriate ornamen- 
tation or embellishment will be provided in sprays, 
festoons and drops of holly, poinsettias or other Christ- 
mas flowers and foliage. A few vases, selected from 


the store, may be used on the composition bases, these 


being filled with bouquets of some seasonal flower. 
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Showing How Readily Big Store Display Ideas May Be Modified and Adapted to Small Stores 
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Another Example of Getting Big Store Display Power at Very Moderate Cost 


Should the displayman desire, the window floor could 
be covered with composition floor blocks, finished to 
harmonize with the general setting. A few strokes of 
the brush on the composition board background will 
produce the block, caen or mosaic effect. 

Analyzing this display setting, we find we have used 
composition board, the amount necessary for the ordi- 
narily small store window costing approximately $7.00; 
one foliage and flower festoon, cost $5.50; two foliage 
drops, cost $8.50; two bouquets, cost $7.00; plus the 
expense of center panel and the time required by the 
displayman in constructing and finishing this setting, 
which would amount to no more than would be re- 
quired if the settings were made outside and were 
installed by outside carpenters. Assuming that the 
floor space was 80 square feet, and new floor was 
desired, the same could be had in composition blocks, 
two-tone finish, at a cost of ten or twelve dollars ; these 
blocks could be re-finished for a few dollars and used 
over and over again. 

Of course, decorative demands in display work can 
be made very elastic, but assuming for the sake of 
illustration that there are still many who maintain that 
big store ideas are of no use to small store displaymen, 
let us say that this display as illustrated, with the es- 
sentials and decorations noted, costs approximately 
fifty dollars. Is there a merchant who does not ap- 
praise the value of a good window display for one 
week’s duration at more than fifty dollars? You, Mr. 
Displayman from the small store must be sold on dis- 
play before you can sell the boss who has not already 
been sold. And, too, you must know how to recognize 


an idea and develop the ability to perfect it. Certainly 
your boss will not tell you to go ahead and duplicate 
the Marshall Field display reproduced in the magazine, 
but watch Marshall Field’s, Lord & Taylor’s, and the 
best there are in the display world, and then work out a 
display from an idea culled from these big stores. 
Sales ideas to be found in employment. in successful 
stores are good or they would not be used. Modify 
them, change them, revamp them to fit your needs. 
Then go to the boss with a sketch of your contemplated 
display, backed up by a fairly correct estimate of the 
cost of it, and I’m here to tell you, if the boss is in his 
right mind and you are one-half as good as you think 
you are, your suggestion will go over. And, inciden- 
tally, where did this little but effective suggestion that 
can be constructed and installed complete ‘for $50, come 
from? Well, now, it is an idea developed from one of 
Arthur V. Fraser’s fall displays for Marshall Field & 
Co., Chicago. The merchandise arrangement we ap- 
propriated from a recent display by Joseph F. Chad- 
wick, display manager for Famous & Barr, St. Louis. 

The second illustration shows how a simple yet 
compelling display setting may be obtained at a rela- 
tively small cost. Composition framework is used with 
a center drape of pleated sateen or gracefully hanging 
monk’s cloth, or some such appropriate material, Com- 
position medallions, from which is suspended holly or 
Japanese friz roping, form the decorative embellish- 
ment for the upper section. Composition or wood 
candle brackets are attached to either side. Floor may 
be covered with composition floor blocks, monk’s cloth, 
rugs, or it may be allowed to remain uncovered. 











12 THE DISPLAY WORLD 


The Sources of Display Ideas 


Frequently do displaymen overlook most fertile fields for display sug- 
gestions—Manufacturers’ catalogues present conceptions of trained 
display masters—Some effective Xmas ideas adaptable for all stores 


HILE there are still hundreds, yes, thousands, 

Me} of merchants who make little or no effort to 
et) inject the seasonal spirit in window displays 
at Spring and Autumn, it would be difficult to find one 
who would allow the Christmas season to approach and 
pass without ornamentation designed to produce the 
Christmas atmosphere. It is really difficult to ascer- 
tain the reason for this evident prejudice when we con- 
sider the opportunities of other seasons, but it can 
safely be presumed that expense is more or less promi- 
nent in this action. 





Christmas decorations, some merchants argue, are 
less expensive than ornamentations for other seasonal 
displays, and fewer are needed to obtain suitable effects. 
True, in many cases decorative demands are not so 
pretentious, and likewise, effective results may be ob- 
tained at nominal costs, but is it not a fact that the 
same is so of decorations at other seasons? 

Many a merchant is influenced by what his next- 
door competitor shows in the form of display em- 
bell:shments. He would be much better off and his 
displays would become more beautiful and effective, 
should he interest himself in those catalogues he is so 
prone to cast aside unopened. These suggestion books— 
that’s what they are—are prepared mostly to assist the 
merchant whose business does not warrant the ex- 
pense necessary for the maintenance of a regular dis- 
playman. That is the first reason for the seasonal cata- 
logues. Then they are intended to interest and help 








young men serving their apprenticeship in the profes- 
sion. Then, too, the master displayman finds sugges- 
tions here that may assist him in the selection and pur- 
chase of certain decorative items. 


We refer here to the catalogues prepared and dis- 
tributed by the manufacturers of artificial flowers, 
ornamental papers, set pieces, etc., a review of any one 
of which will disclose not one but hundreds of prac- 
tical suggestions adaptable for show window use. The 
ideas and suggestions offered in these catalogues are 
the conceptions of the most effective brains in the dis- 
play profession and always are perfected with the 
demand that most effective results are necessary at the 
lowest possible price. Read and study the catalogues 
that come to your desk—every one of them. They are 
published in your interest, and if properly employed 
can actually make money for you, not only at Christ- 
mas time, but at other seasons as well. 

While discussing this subject it would seem oppor- 
tune to mention that, not unlike other departments, the 
display division, in its constant search for the new, the 
unique in display equipment and embellishments or 
adornments, very frequently overlooks sources of ideas 
in such display properties that not only incorporate the 
needed decorative essentials but also include those very 
desirable qualities, utility and economy. 

Particularly discriminated against, unintentionally, 
to be sure, but nevertheless disregarded by hundreds 
of displaymen, are the excellent facilities incorporated 
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Simple Yet Beautiful Xmas Display by L. A. McMullin, Eastern Outfitting Co., Portland, Ore. 
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Display by J. T. Mackey, Herpolsheimer’s, Grand Rapids, Mich. Snow Scene Details Described in Article 


in natural preserved decorations. Too often do dis- 
playmen fail to consider the excellent qualities of 
greens and prepared foliage and plants which in reality 
form the most perfect vehicle in the decorative adorn- 
ment of any display in which a season of the year is 
depicted or suggested in the atmosphere of the setting. 
These greens, the natural growth, are preserved through 
special process, and maintain all of the original qualities 
so beautifully present before the treatment, and these 
natural qualities are maintained in preservation almost 
indefinitely. 
Greens Strong in Quality of Utility. 

Such embellishments, in addition to providing a 
means of injecting real nature into the display show- 
ing, are most practical in utility and versatility of 
employment, lending themselves to a variety of deco- 
rative uses ‘n other displays, or, when their use is dis- 
continued in the window, find practical employment in 
other channels of store use. 

Green moss is much more realistic, we must con- 
fess, than the majority of the artificial grass that is on 
the market; and, while it cannot, to be sure, serve as 
grass, the prohibitive price of the latter very often 
forces the displayman to eliminate it from use in the 
contemplated setting, failing at the same time to con- 
sider the slight alteration of a display plan which 
would be necessary if moss were to be substituted. 

With the Christmas season approaching, with its 
display demand for green, it will be well for all dis- 
playmen to consider the decorative qualities and finan- 
cial economies in preserved greens. Perhaps a more 
diligent consideration of this form of decorative ma- 
terial would result in the revelation of various ways in 
which it could be appropriately used to serve decorative 
demands. , 

Illustrated here are a few excellent Christmas dis- 


plays, presenting some of the essentials referred to 
earlier in this article. Take the display of Mr. McMul- 
lin, for example. Who can say that this display is not 
an effective one? Who would say that it cost too much 
to perfect? The displayman has made a frame, may 
be composition board or wood, though let us assume 
it is composition board, and on it he has pleated a back 
drape. Presumably, Mr. McMullin used silk, but 
sateen could serve just as effectively if one’s expenses 
are seriously curtailed. A circle, wound with silk cloth 
and ornamented with silvered foliage and metallic pine 
cones, provides practically all of the decoration neéces- 
sary. The lantern could be omitted if one is not car- 
ried in your department, as likewise could the medal- 
lions and hanging cords, though these entail but a slight 
expense. 

John Mackey, display manager for Herpolsheimer’s, 
Grand Rapids, Mich., submits the second display, and 
it is reproduced to show how the displayman produced 
an effective snow scene without risking the soiling of 
merchandise through the use of artificial snow. The 
construction of this setting consisted of a frame six 
feet wide by eight feet high by ten inches deep. On 
the background of the shadow box was a very realistic 
snow scene painting, covered with a large photo glass. 
The front of the box was closed with another plate 
glass, making the box practically air-tight. By using 
one-quarter of a pound of extra fine goose down and 
two small electric fans, a wonderfully effective “snow 
storm” resulted. In the box blue lights were used, 
thus obtaining the cold, wintry effect. 

In front of the snow scene Mr. Mackey used grill 
panels backed with red silk, and on the valance con- 
necting the grills and supporting the Santa head green 
silk was employed. A soft red light was trained on 
the merchandise and the two large tinsel trees. 
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J. W. THOMAS & CO., GETS SITE 
FOR NEW STORE ADDITION 

Conclusion of a $1,000,000 transaction by which the 
John W. Thomas & Co., Inc., Minneapolis, department 
store, acquires a site for a $250,000 addition has been an- 
nounced by Guy A. Thomas, president of the Thomas 
Holding Co. Mr. Thomas also announced the purchase 
of the leasehold and buildings of John W. Thomas & Co., 
Inc., at the corner of Nicollet Avenue and Eighth Street, 
for $500,000. 

The $250,000 addition will be erected next spring on 
property facing on Eighth street, which was leased from 
the estate of the late C. L. Waldo for 100 years at an 
aggregate rental of approximately $1,000,000. The new 
building will double the size of the department store and 
will be built of the same kind of stone and have the same 
general exterior appearance, Mr. Thomas said. The foun- 
dation will be prepared for eight stories and at least five, 
the height of the present store, will be erected next year. 

The property of the John W. Thomas & Co., Inc., has 116 
feet frontage on Nicollet Avenue and a depth of 165 feet 
on Eighth Street. The property acquired to the rear of 
the store has a frontage of 66 feet on Eighth Street and 
a depth of 165 feet. Two frame structures now situated 
on the property will be torn down. 

Mr. Thomas, who is president of both the holding com- 
pany, and of the John W. Thomas Co., Inc., made the an- 
nouncement while the work of remodeling the present store 
was nearing completion.~- Work on the fourth floor, where 
new offices and stockrooms are being installed, is nearly 
finished. 

The basement is being prepared for the opening of a 
basement store, and remodeling of the ready-to-wear sec- 
tion on the second floor will be started as soon as plans 
are approved. 

Window construction and fixture designs for the new 
addition will be made under the supervision of William H. 
Hinks, for many years display manager for the J. W. 
Thomas & Co., store. 





HANKE’S CONDUCTING SLOGAN CONTEST 


In order to attract attention to the opening of their toy 
department, Hanke Bros., Cincinnati, are conducting a 
slogan contest. A beautiful and substantially constructed 
toy coupe will be presented to the child under 12 years of 
age who submits the best slogan advertising Hanke’s as 
a center for children’s toys, clothes and shoes. 





EARLY XMAS SHOPPING POSTER CONTEST 


The Merchants’ Association of Kansas City, Mo., re- 
cently held,a contest for the best original drawings and 
posters to be used in propaganda for early Christmas shop- 
ping. George Cartlege, from Woolf Bros., and Thomas 
Quinn, from Gordon & Koppel, were first and! second, re- 
spectively, and Miss Lola McColl, from Kline’s, ranked 
third. 

The poster submitted by Mr. Cartlege is of a country 
railroad crossing, and marked on blazing letters on the sign 
which usually reads, “Stop, Look and Listen,” is the slogan, 
“Shop, Look and Listen, Christmas is Coming.” 





EFIRD OPENS NEW DEPARTMENT STORE 


The new department store of the Efird Company was 
recently opened at Charlotte, So. Carolina. The building is 
five stories high and comprises the most modern service 
introductions. More than 117,000 square feet of floor space 
is available. 


ELABORATE WINDOW DISPLAYS ANNOUNCE 
MEIER-FRANK 21ST DOLL REVIEW 


Meier & Frank Company, Portland, Oregon, conducted 
its 2lst annual doll show on November 1, 2 and 3. Thirty- 
four cash awards were hung up and dolls of every descrip- 
tion were proudly entered by the little tots of Portland. 
Each child entering a doll in the contest received a gift. 
Elaborate displays announced the event and an especially 
installed reviewing stage was provided. The displays and 
setting for the review were designed by Malcolm J. B. 
Tennent, display manager for the store. 





IMAGINARY PACE-MAKER INSPIRES 
SELFRIDGE’S STORE FORCE 


Speaking before the members of the Retail Trade Board 
of the Boston Chamber of Commerce, October-25, H. Gor- 
don Selfridge, merchandise captain of London, referred to 
the lack of keen competition in the English metropolis and 
disclosed an interesting adoption of his own store: 

“We had no pace-maker over there,” said Mr. Selfridge. 
“The competition isn’t nearly so sharp or severe as here in 
America, and we felt the need of it. So we adopted an im- 
aginary pace-maker. His name is: Einstein, and he has a 
store right next to ours. Our people picture him as a 
thoroughly competent merchant and financier, who is on 
the job every minute. 

“He is the fellow we are trying to beat, and we find him 
an inspiring pace-maker. Over there the competition is not. 
so aggressive as in America. They need it. It will do them 
a lot of good, and, we are always trying to do good.” 





PAASCHE AIR BRUSH COMPANY 
ISSUES INTERESTING CIRCULAR 


An unusual and interesting circular has been recently 
issued by the Paasche Air Brush Co., Chicago, in which 
the mechanical application of paint is the prominent sub- 
ject of discussion. There are many references in which 
displaymen will profit. Send for Circular No. 20, Paasche 
Air Brush Co., 1909 Diversey Parkway, Chicago, III. 





E. M. KAHN CO. CELEBRATES 50TH ANNIVERSARY 

E. M. Kahn & Company, Dallas, Texas, observed its 
fiftieth anniversary during the days of October 31 to No- 
vember 10. The window displays were gorgeous spectacles 
with a few settings portraying the styles and whims of a 
half century ago. 





SHOPPING NEWS ESTABLISHED BY GRAY CO. 


The George A. Gray Co., Duluth, Minn., where John: 
Hopkins directs displays, has established their own me- 
dium of introducing their merchandise to the public. The 
shopping news magazine lists all merchandise carried by 
the store and announces details of all sales and store 
events. 





FIDELMAN DIRECTS ADVERTISING AGENCY 


Announcement is made of the establishment of a general 
advertising agency by David Fidelman, formerly advertis- 
ing and display director for J. J. Flanagan Dry Goods Co., 
Elmira, N. Y. Mr. Fidelman’s offices are located in the 
Robinson Building, Elmira. 





M. O. EVANSON RESIGNS FROM GROTE-RANKIN’S 


M. O. Evanson has resigned from the organization of 
Grote-Rankin Company, Seattle, Wash., to accept director- 
ship of the display department of the J. B. Wahl Store, 
Bellingham, Wash. 
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Display Men Merchants 
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Too frequently do displaymen, 
Sell ’Em! in their diligent desire to obtain 
That’s the Object the unusual in artistic effect, 
of Display overlook the all important mer- 
chandising force or element that must always be 
present to make a display successful from a sales 
standpoint. It is desirable that merchandise, 
whether it be unionsuits or washing machines be 
attractively presented, that is, so arranged and 
adorned as to be attention compelling. But, it must 
not go too far along these lines, and it is imperative 
that the selling arguments must be of sufficient 
force to arouse the desire to buy before any display 
can be appraised as one hundred per cent in sales 
power. 

This reference brings to mind a recent declara- 
tion by Tim Thrift, advertising manager of the 
American Multigraphing Company, Cleveland, who, 
in discussing advertising of the national scope, said: 

“There is too much good will in advertising of 
to-day, and not enough cashing in on it. Most of 
the national advertising creates a good will that is 
far from definite.” 

We believe that Mr. Thrift infers that some 
national advertising is successful in a degree only 
in that it succeeds in creating a desire to own but 
fails to stimulate the desire to buy, and exactly this 
condition prevails in too many display windows 
to-day. 





When Lorado Taft, internationally 
Unusual Praise known sculptor and art critic, in 
Mage addressing a group of students at 
. the Chicago Art Institute, re- 
ferred to the show windows of Carson, Pirie, 
Scott & Company, Chicago, as true representatives 
‘ of the principles of art, he bestowed on Mr. 
Tannehill, display manager for the big State Street 
store, an eloquent compliment, and in so doing 
brought glory to the profession which Mr. Tanne- 
hill represents. : 


Mr. Tannehill is all that a display manager of 
unusual brilliance should be. He is first a creator, 
an artist, a critic and an executive. Perhaps few 
men of the profession embody so perfectly these 
essentials in a like degree as they are to be found 
in Mr. Tannehill. And this display genius is not 
of the type that will avoid the occasion of help- 
fulness when such interest in and assistance can be 
employed to the advantage of one not yet glorified 
in the heights to which Mr. Tannehill has risen. 

Hundreds of displaymen are spontaneous in 
their praises of this great artist and not a few of 
this number owe, in great measure, their present 
successful positions to the courteous and helpful 
words of wisdom unselfishly proferred by Mr. Tan- 
nehill. He is a distinctive personality in the display 
profession, as he is a distinctive personality in his 
store and among his friends. If Lorado Taft, in 
his search for a displayman whose presentations 
embodied the correct principles of art and the per- 
fect application of these principles selected Mr. 
Tannehill, we hasten.a word of congratulation to 
the display artist and compliment the wisdom of 
the great sculptor. 





We learn through the 1924 


i wat a pena contest clerk that new rules 
rovides Importan +4: : fy 
Chestnbians Voeliine and conditions will be ob 

served in the big display- 


photo competitions to be conducted in conjunction 
with the 27th annual convention of the I. A. D. M. 

This is good news and will, undoubtedly, be wel- 
comed by hundreds of displaymen who have fre- 
quently raised protests concerning the limitations 
or judging of the various classifications. Hereto- 
fore, insufficient consideration has been accorded 
this very important feature of the annual meetings 
of the displaymen’s organization and as a result 
errors have occurred the result of which have ser- 
iously affected the quality of these competitions. 
The action of Buffalo’s contest clerk is advisedly taken. 
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Manufacture and Use of Wax Figures 


The making of piece moulds from original wax models—Closing the 
moulds—Seam-joining—Pasting—Applying the plaster 


By IRWIN G. CULVER 
Master Wax Sculptor, New York City 


=og) N the last article I concluded my description 
se of the thought, time and labor used in those 
oa expensive preliminaries: The conceiving of 
the character, selecting the models, casting from 
life, and the wax reproductions for the master 
model. Saying that to this extent and with this 
master model we were only just ready to make the 
final plaster piece mould, from which we cast our 
“finished wax reproductions. I also stated at that 
time that the making of these final piece moulds 
was entirely different knowledge and skill. 

To make this more clear, by piece moulds is 
meant the final of finished moulds, made from the 
different parts of the master model. These must 
be made in as many different pieces as will allow 
them to be easily drawn away from the parts when 
cast, without marring or breaking the cast parts. 






These moulds, you will then observe, differ from _ 


the first, those made from the flesh, which must 
in part be broken away from the first wax repro- 
duction, thus destroying that mould. 


Special knowledge and'skill is required in mak- 
ing these piece moulds and it is first necessary to 
plan out the number of pieces required, and then 
make them, which often times is very complicated 
with locking and interlocking into a compact liquid 
tight body. This knowledge is entirely different 
from that used in making moulds from the flesh, or 
live models, and very few, though they may be ex- 
perts in making these piece moulds from the mas- 
ter model, have the slightest knowledge of that 
more difficult operation, making a mould from life. 

To better illustrate the problem of planning out 
the pieces required, and to show the different lock- 
ing together, I am showing a photograph of the 
master model, the final piece mould of the master 
model, and the finished wax production of the 
“Culver Baby.” I believe you will be able to judge 
from this that it did require some special knowledge to 
plan out these twenty-two pieces, and some skill to make 
them and lock and interlock them into a complete 
liquid tight body. The construction and materials 





Upper Left, the Original Wax Model; Upper Right, the Piece Mould; Lower Left, the Closed Mould; Lower 
Right, the Finished “Culver Baby. a 
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used in making moulds naturally differ in accord- 
ance with their different uses. In this case, how- 
ever, we have to deal only with liquid wax for the 
upper body parts and papier mache for the lower 
parts. The moulds for both of these are made from 
plaster but not the same construction for the papier 
mache, as will-be described later on. 

The moulds for casting plaster miniature figure 
groupings, and statuettes, also the life size plaster 
character figures, are called gelatine moulds. 
These require only a few pieces, often time only 
the two halves, as the under cuts, as they are 
termed, on these hard plaster objects are easily 
drawn out from these pliable gelatine moulds. Wax, 
however, cannot be cast in a gelatine mould as the 
liquid wax is poured at a heat of from 150 to 160 
degrees and would melt the gelatine. 

The life of a plaster mould in our work is very 
limited, even with the best of care, and must be 
made new at least each season, never allowing one 
to overlook this continual expense. 

We will now proceed with making the moulds 
for this special figure from the master model, as 
illustrated in the last article. This model is now 
taken apart, removing the arms from the body and 
the body from the papier mache leg parts, and we 
require a mould for each arm, one for the head and 
body (this being wax to the waist line) and one 
for the papier mache leg parts—four separate 
moulds in all. The making of the moulds for cast- 
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Left, Master Model cf Head and Arins, Showing Piece Mould.—Right, Closed Mould Ready for Casting. 


ing these wax parts—the two arms and the body— 
I am presuming is sufficiently understood, so I will 
only show them in photograph that you may be able 
to follow this special model, and will pass on to 
making the mould for the papier mache part which 
is of entirely different construction, and also again 
requires a different kind of knowledge. 

The different knowledge required in making a 
papier mache form mould is that which absolutely 
must be acquired by knowing how a form is pasted. 
Pasting a form means the. laying into these moulds 
the separate sheets of paper, cleverly torn, and 
moulded closely into every outline of the form 
mould, firmly pressed and pasted together to the 
required thickness. Over-lapping edges of this 
paper are left out on all parts of the mould where 
seams are to be joined, after which all these separ 
ate parts of the form are placed together in their 
respective positions and these over-lapping edges 
of paper are tightly rolled together in a binding 
seam. This labor is termed Form Pasters. The 
knowledge I refer to as being absolutely necessary 
in making these moulds is the knowing how this 
pasting is done. Many expert pasters cannot make 
a mould, but no one can make a proper mould with- 
out the knowledge of pasting. 

The first essential in a form mould is economy 
in the number of pieces. This in view of the greater 
strength in the form by having the least number 
of seams. It should, then, be planned out, and in 
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Papier Mache Form Mould Showing Solid Section 
and Divisions for Seam Joining. 


most cases is always possible in a full length leg 
model, that one-half of this mould should be the 
whole length of the form so that the paper can be 
laid in one full binding length with no cross seams. 
While the separate pieces of a form mould are 
planned the same as on a wax casting mould in 
relation to the curves and under cuts from which 
it must easily draw away from the paper, it differs 
in that the length way section of one-half of this 
mould must be divided into such lengths or sec- 
tions as will allow the paster to reach in and bind 
the seams when these two halves are joined to- 
gether. Also this mould is not required to be liquid 
tight as in a wax casting mould. The actual ap- 
plying the plaster in making these moulds is much 
the same as in making a wax casting mould. 


The object or master model is laid out and the 
different planned sections are marked off and di- 
vided by an edge or partition. The plaster is then 
applied to a separate section. After it becomes suf- 
ficiently set or hardened, the necessary notches and 
locks are cut in to attach it to its corresponding 
sections. The procedure is then continued, making 
each separately and adjoining. The _ illustration 
will show the pasting mould for the special papier 
mache leg pose we are to make. 

We have now completed all our labor in the 
acquiring of the original or master models and mak- 
ing the final moulds, and we are ready to cast from 
these moulds the model for our finished production. 

At this time I would like you to recall all the 


different processes we have passed through, as | 
wish you to keep in mind my effort to show the 
necessary different kinds of skill required in every 
detail of the work. 

In our next article we will cast the figure from 
these moulds, introducing an entirely different kind of 
skill, the putting of flesh and blood and human charac- 
ter into cold wax. , 





JACK FOGEL TAKES NEW POSITION 


The display department of the I. J. Goldston Com- 
pany, Homestead, Pa., is now under the supervision of 
Jack Fogel, a capable displayman, formerly with L. Ocks 
& Company, Washington, Pa. 





FIRST ASSISTANT’S POST AT STIX, BAER & 
FULLER TO BE FILLED BY CARL H. SHANK 


Carl H. Shank, for several years in charge of the dis- 
play department for Wm. R. Zollinger & Company, Canton, 
Ohio, has resigned to accept appointment to the display 
staff of H. H. Tarrasch, director of displays for Stix, Baer 
& Fuller, St. Louis, Mo. Mr Shank will be first assistant, 
and in charge of interior decoration. 





BALTIMORE AD CLUB PLANS COURSE 
IN RETAIL SELLING 


A retail selling course is being organized by the Balti- 
more Advertising Club. The course is intended to assist 
salespeople in stores that do not maintain educational de- 
partments and will afford the salespeople in stores that 
do maintain them an opportunity for exchange of ideas. 

The course as planned by the Advertising Club is in- 
tended to be valuable to both salespeople of experience 
and beginners. It will be given in the Western High School, 
Baltimore. Lectures and instruction will be given by men 
and women who have had many years of successful ex- 
perience in selling. Demonstrating will be a feature of the 
instruction. 





HOMER BOWERS COMMENDED FOR EFFORTS 


Homer Bowers, display manager for the M. B. Moon 
Dry Goods Co., Shelby, Ohio, was recently complimented 
through the press of Shelby and the Merchants’ Division 
of the Chamber of Commerce, on the excellent co-opera- 
tion he has given to civic events through his display 
presentations in the windows of the Moon store. 





RICHARD. DOUGHERTY GOES TO STEWART’S 

Richard Dougherty, formerly display manager for the 
Bedell Company, and Lerner ‘Chain Stores, New York, 
has been appointed display manager for Stewart & Co., 
specialty shop, Fifth Avenue, New York. He succeeds 
L. E. Tourjee. 





BERT SMYSER RETURNS TO DISPLAY WORK 

Bert Smyser, nationally known display manager, found 
the lure of spot lights and wax figures more than he could 
resist and is again in command of the display department 
of Stone-Fisher Co., Tacoma, Wash. For the past year 
Mr. Smyser has been manager of the Mode Art Co., 
Tacoma. 





FRANK HART JOINS GROTE-RANKIN STAFF 

Frank Hart, until recently display manager for Apple- 
baum Clothing Co., Yakima, Wash., is filling the position 
recently left vacant on Maurice Evanson’s resignation 
from the display staff of Grote-Rankin Co., Seattle, Wash. 
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A series of super-photo plates illustrating 
effective display presentations by 


F. G. R. Lacey HENRY SHERROD O. E. WHEETE 
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Upper Left, Display by O. E. Wheete, for Halliburton-Abbott Co., Tulsa, Okla.; Upper Right, Display 

by H. H. Tarrasch, for Stix, Baer & Fuller, St. Louis, Mo.; Center, Display by Lothar F. Dittmar, for 

The Union Company, Columbus, Ohio ; Lower Left, Display by W. B. Weaver, for Mayer Bros. Co., 
Lincoln, Nebr.; Lower Right, Display by L. F. Dittmar, Columbus, Ohio 
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Upper Left, Display by Henry -Gyllenswan, for Walker's D. G. Co., Salt Lake City, Utah; Upper 

Right, Display by Henry Sherrod, for Stewart's, Louisville, Ky.; Center, Display by E. H. Bates, for 

C. W. Klemm, Inc., Bloomington, Ill.; Lower Left, Display by R.T. Whitnah, for Crosby Bros. Co., 
Topeka, Kas.; Lower Right, Display by W. H. Roland Co., Bloomington, Til. 
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Upper Left, Display by F. G. R. Lacey, for Fairweather’s, Ltd., Toronto, Can.; Upper Right, Display 

by R. T. Whitnah, for Crosby Bros. Co., Topeka, Kans.; Center, Display by Maurice Eddins, for 

W.H. Roland’s, Bloomington, Ill.; Lower Left, Display by F. D. Jolly, for The Continental, Green 
Bay, Wis.; Lower Right, Display by John P. Wissink, Sheboygan, Wis. 
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Upper Left, Display by Page & Harryman, Inc., Lansing, Mich.; Upper Right, Display by J. U. Stew- 

art, for Keith-O’Brien Co., Inc., Salt-Lake City, Utah; Center, Display by Raymond T. Whitnah, for 

Crosby Bros. Co., Topeka, Kans.; Lower Left, Display by O. E. Wheete, for Halliburton-Abbott, Tulsa, 
Okla, ; Lower Right, Display by W. W. Yeager, for Wolf-Greisheim, Bloomington, Ill. 
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Striking Display Presentation by J. U. Stewart, for Keith O’Brien Company, Salt Lake City, Utah. 


Store Equipment and-Service 
(Continued from page 9) 


a result every unit of store equipment installed has 
been selected because of its particular qualities designed 
to make shopping at Keith-O’Brien’s easy and pleasing. 

The same trained judgment that determined equip- 
ment designing and building was exercised in the selec- 
tion of interior and window display properties, and it 
is safe to say that Mr. Stewart, the display manager 
for Keith-O’Brien, has at his disposal display depart- 
ment essentials equal to the best in the country. Dis- 
play fixtures were constructed under his supervision 


and in the requisition for his department Mr. Stewart 
was allowed an appropriation sufficient to carry out his 
ideas and secure for the store the best the fixture 
market affords. 

Commenting on the facilities of the new store, one 
of the officials of the Keith-O’Brien Company says: 
“Service to the community we serve has builded our 
business. We anticipate further growth through the 
ability to better serve our public. We will be materially 
aided in this new campaign through the tremendous 
shopping facilities afforded in the new store equip- 
ment, which, I earnestly believe, comprises the most 
efficient essential in modern retail merchandising.” 


010000) 


LEADING SPECIALTY STORE OF NORTHWEST 
APPOINTS E. W. SAMSEL DISPLAY MANAGER 


E. W. Samsel, whose display accomplishments while 
directing the display department for M. L. Parker Co., 
Davenport, Ia., attracted national interest from the pro- 
fession is now in charge of the display department of The 
Young-Quinlan Co., Minneapolis, one of the highest-class 
women’s specialty stores in the northwest. Mr. Samsel 
succeeds A. W. Laylan, who was formerly a member of 
the display staff of Marshall Filed & Co., Chicago. 


NEW DISPLAY EQUIPMENT FOR BENTON’S 

Benton’s women’s specialty shop, St. Paul, Minn., has 
just completed redecorating the first floor and! installing 
new backgrounds in the display windows and equipping 
the main“floor departments with new fixtures. New forms 
and figures also have been purchased. 


ELECTRICAL DEALER ENJOYS FREE SERVICE 
FEATURING XMAS DISPLAY HELPS 


Indicative of the display service being rendered in many 
industries in the interest of dealers is the recent announce- 
ment of The Society for Electrical Development, Inc., 
New York. This organization has just notified all electrical 
dealers that Christmas display material is now ready for 
distribution and urges early application on the part of 
merchants. This material, free on request, consists of 
wreaths, Santa Claus cut-outs, specially designed Chris- 
mas poster stamp and an attractive selling folder. 





SCHENK & HYESEL CO., TO ERECT NEW BUILDING 

Bids have been advertised for by H. G. Schenk, of 
Schenk & Hyesel Co., for a new two-story store buildirg 
at Madison, Wis. It is planned to begin construction in 
November. 
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DISPLAYMEN-CARDWRITERS’ PRIZE WINNERS IN 
_ SIGNS OF THE TIMES SHOW CARD CONTEST 


Poster style show cards took first prize in the national 


show card contest conducted last month by Signs of the 


Times. The cards submitted by Mr. Harry Nelson, dis- 
play manager and cardwriter for Hess Bros. & Co., Rock- 
ford, Ill., took first prize in the store cardwriter division 
of the contest. 

Similar contests were also conducted among show card 
writers with sign studios,.also student card writers who 
are now taking up this work. 

Mr. Fred Mattscheck, of the Dow Drug Co., Cincinnati, 


- Ohio, won second prize. 


Prizes were also won by the following: H. H. Hobson, 
Booterie, Berkeley, Cal.; Bert Zahn, National Tea Co., 
Chicago; Sheldon Fahringer, Fowler, Dick & Walker, 
Wilkes-Barre, Pa.; Theo. Ornas, Chandler & Rudd, Cleve- 
land; Eugene Cowgill, Metropolitan, Dayton, O.; W. C. 
Henry, Furlong Dry Goods Co., Springfield, Ill.; T. E. Son- 
neman, Watertown, Wis.; D. N. Bloodgood, Cheyenne, 
Wyo.; Carl C. Garlin, Mechanicsburg, Pa.; H. A. Paap, 
Milwaukee, Wis.; Geo. F. Gladfelter, Topeka, Kans.; 
Nicholas Carlance, Reading, Pa.; A. M. Lewicki, Iowa City, 
Ia.; J. H. Hilton, Mike Plaut & Co., Danville, Ill.; Herman 
F. Hoefs, Holzheimer & Shaul, Amsterdam, N. V. 





STRIKING DISPLAYS BY R. T. WHITNAH 


The Fall opening displays by Raymond T. Whitnah, 
Crosby Bros. Co., Topeka, Kans., several of which are 
illustrated in this issue have been acclaimed the most beau- 
ful ever presented in the Kansas capital, which is indeed 
saying much when one reflects the past contributions of 
this display star. 

The large entrance window has a background of Spanish 
stone, the pillars and ornamental relief work all being done 
in polychrome. The painting in the arch is an accurate re- 
production from scenes near the old Alhambra Palace in 


How W. L. Stensgaard Big Store Idea at Stiefel Bros. & Co.’s Store, Salina, Kans. 
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southern Spain. This palace was built by the Moors in 
1350 and the whole atmosphere of this background carries 
with it the Moorish design. The two smaller windows 
consist of belfry cloth and peacock blue plush with the 
wood work done in appricot and gold polychrome. The 
sunburst effect in the center. is, perhaps, the most unique 
part since it was painted in seven various pastel shades 
and on which was indirectly thrown 600 watts of red and 
amber lights flashed at intervals of one-half minute each. 
This produces the effect of the entire sunburst, changing 
colors at intervals as above indicated. As far as can be 
learned this effect has never before been successfully 
employed in the show window background. 





Store Lighting Demands 


(Continued from page 7) 
bowl ser:ously reduce the illumination, and since this 
dust collection may easily escape notice, a regular main- 
tenance schedule is particularly important. 

The most popular lighting units for store lighting 
are probably the total enclosing units, the present style 
being those of the somewhat squat type both for rea- 
son of efficiency as well as decoration. These globes 
are nearly dust-tight, and thus require only a relatively 
small maintenance, besides being capable of softening 
the discomforting brilliancy of the bare gas-filled 
Mazda lamps with a consequent minimum light absorp- 
tion loss. Using this type of unit with 300-watt Mazda 
lamps, and having the space between lighting units not 
greatly exceeding ten feet, will in most cases give you 
a well lighted store interior. A final word: Remember 
to clean the lamps and shades’at least once a month in 
order to secure the best possible lighting service. 
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Stimulating Christmas Shopping 


Public will buy as soon as holiday atmosphere is in evidence 
in the show windows — A few effective Christmas settings 


By J. WALTER JOHNSON 


Display Manager and Art Director, Portland, Oregon, 


VERY progressive store of this era introduces 
Sa-4 into its show windows some special effort at 
SAS] the approach of each new season. Some of 
these introductions are very elaborate and pretentious, 
while others, though conservative to a degree, never- 
theless serve to secure for the show windows a new 
dress, an unusual appearance as compared with regular 
showings. To the displayman Spring and Fall call for 
the greatest effort and energy along the lines of display 
presentations, and it is quite generally the rule to make 
the greatest appropriations for display features at these 
times. The foregoing is surely true of the larger stores 
and display departments, but it is in the planning for 
the big season of Christmas that the enthusiasm of the 
merchant becomes unusually manifest and he evidences 
a diligent regard for the consideration of his display 
manager. Merchants, somehow, are thoroughly sold 
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on display at Christmas time, sold to the extent that 
they will loosen the purse-strings without undue force 
of argument on the part of the displayman. Regard- 
less of the reasons why some are unprogressive during 
other periods of the year, they at least must be given 
credit for good sales sense during the holiday season. 
So, it may be accepted as a fact that the Christmas 
season marks one occasion where merchant co-opera- 
tion is 100 percent with his displayman. Striking, 
unusual displays are wanted—and merchants will pay 
more for them at this time than any other time, even 
though it be a fact that the display demands of other 
seasons are just as logical and more imperative. 
Special backgrounds feature almost all of the Christ- 
mas displays, and with this in mind I am offering a 
few suggestions in this category that may perhaps be 
of service to the busy displayman or that merchant who 





5 saneiniee fe ‘Nek mas Display S etting by J.W. alter J ohnson, Powers Reretnues Co., Portland, Dien 
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is not fortified with a director of store and window 
decoration and_in this matter relies upon some clerk. 
The setting with a striped background has a real 
Christmas atmosphere, and will, I am sure, work up 
nicely. In making this drawing I decided to try out 
an idea I had never seen put into use, and that is, build- 
ing a dummy raised floor in the window, having steps 
going down to the scene at the rear. With one or more 
figures posed on these steps the effect, I am quite sure, 
should be unusual. For this type of background the 
window should be of such height as to allow a working 


Another Xmas Display Suggestion by J. Walter Johnson, Powers Furniture Co., Portland, Oregon 


area of ten to twelve feet above the window floor. 
The second suggestion, featuring part of a home 
exterior with a massive old-fashioned door, should 
prove practical and effective. The wall part of the 
window can be painted to represent brick or stone. The 
circular window should prove interesting through the 
use of real glass and illuminating it from the rear. 
This feature should also assist to bring out the holly 
wreath hung on the inside of the window. The sug- 
gestion offered for posing figures in front of this type 
of background may prove interesting and helpful. 
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PAYS FOR WINDOW GLASS BROKEN 
THREE YEARS AGO 

A verdict returned in the Superior Court of Cincinnati 
has awarded the Alms & Doepke Company, department 
store, of Cincinnati, $1,500, to be paid by the Haggard & 
Schubert Co., in settlement for a plate glass window, which 
was broken in 1920, when a wheel broke off of a motor 
truck of the defendent and crashed through one of the 
large Alms & Doepke windows. The window cost $1,100 
to repair, and the shortage of plate glass at the time 
caused a delay of thirty days, during which time the win- 
dow had to be boarded up. Twenty-five dollars a day 
damages was asked for every day during which the window 
was boarded up. Damages to merchandise brought the 

total sum to $2,500, the amount asked by plaintif. 


WINDOW DISPLAY CONTEST ON PROGRAM OF 
NEW YORK’S ADVERTISING EXPOSITION 

A big window display contest will form a prominent 

feature of the Advertising Exposition, to be held in the 

71st Regiment Armory, New York, November 12 to 17. All 

merchants and displaymen of Greater New York are 

eligible for entrance into this contest and photographs 
must be in the committee’s hands before November 15. 





ATTRACTIVE BOOTHS BY MR. WOLFSON 
M. Wolfson, display manager for Baer Bros. & Prodie, 
Chicago, co-operated with the Exposition Committee at 
the recent Chicago convention of the National Association 
of Retail Clothiers. Several booths were designed by him 
and installed under his supervision. 
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Window Display Called Best Salesman 


Manufacturer of nationally distributed product tests the selling power 
of displays and concludes that no sales campaign will again be planned 
- that does not attribute first consideration to window showings 


Y FEW days ago the writer was called to the 
van office of one of the country’s biggest manu- 
ep © facturers of soap products. The sales promo- 
tion manager had just completed a big selling cam- 
paign in which window displays, for the first time, 
were made prominent features of the sales drive. The 
man responsible for the campaign was very enthusiastic 
and stated that the reason for calling this writer was 
merely to outline the plans of the sales since, no doubt, 
the principles governing them could be employed to 
advantage by other manufacturers. 

In the first place, this manager was willing and 
anxious to disclose those plans which made his recent 
effort successful, and his reasons for doifg so indicated 
his bigness of intellect. He knows that the right kind 
of advertising stimulates buying, and that the more 
buying there is the more profits result from quick turn- 
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A Strong Display of Wilson Bros. Union Suits by J. H. Marshall, for Boersma Bros. Co., Chicago. 
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overs. He knows that competitors’ advertising is good 
for his products, provided he himself siezes upon the 
opportunity to likewise advertise. As he explained it, 
Gillette’s advertising campaign was good for all mak- 
ers of safety razors, and if Gillette’s tompetitors were 


on the job they all reaped profits on the strength of 


Gillette’s advertising program. 

He argued that the greater the advertising volume 
of the right kind of publicity and sales material, the 
greater the demand for the advertised products, and 
in this reasoning he is pretty precisely correct. 

Getting back to the part displays played in the cam- 
paign mentioned in the opening paragraph, this sales 
manager exhibited hundreds of letters from merchants, 
each one indicating the writer’s enthusiasm over the 
support given by the manufacturer insofar as it con- 
cerned itself with the supplying of display material and 
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suggestions offered concerning the ways and means of 
getting most out of window showings. And these let- 
ters further evidenced sales increases in the products 
displayed ranging from 50 to 500 percent. The results 
in this contest are not unlike those of any well-planned 
and executed campaign in which window display is 
given the consideration it deserves as a sales-producing 
factor. 

Equally as interesting as the increases in business 
were the details of the actual installation of the various 
displays. A close check was maintained in all terri- 
tories, and a chart in the sales manager’s office indi- 
cates where displays were made and by whom exe- 
cuted. And this chart has sold this particular sales 
manager on the display service method of obtaining 
maximum display efficiericy. During the recent cam- 
paign one hundred service men participated, and with- 
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Display of Spider Web Scarfs by M. Wolfson, for Baer Bros. & Prodie, Chicago, Illinois 


out exception the displays arranged by these men 
showed best results. 

Referring to the efficiency evidenced in displays in- 
stalled and changed by the service specialists, the sales 
executive said: “In my next campaign I will try to 
secure the services of 500 specialists instead of 100, 
and I’ll promise a campaign the results of which will 
be five times better than the one just closed, and mind 
you, I said that this one has proved the best in our 
history of selling.” 

It would seem that this man has the right idea, but 
like all others, he had to be shown. Other manufac- 
turers are rapidly conceding the great power of vizual- 
ization in mercantile campaigns, and these, too, are 
finding out that bigger sales volume and greater profits 
result when experienced displaymen have the displays 
in charge. 
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ST. LOUIS STORES TEACH MAH JONGG 

So popular is the Chinese game, Mah Jongg, becoming 
that several big stores have announced free instruction 
courses in the game. Scruggs, Vandervoort & Barney, and 
Stix, Baer & Fuller, St. Louis, Mo., recently made such 
an announcement following successful window displays 
featuring Mah Jongg, and arranged by P. S. Williams and 
H. H. Tarrasch, respectively. 


$5,000 NATIONAL DISPLAY CONTEST FEATURES 
CUNNINGHAM RADIO TUBES 


A window display contest with cash prizes approxi- 


- mating $5,000 has just been brought to a close by the man- 


ufacturers of Cunningham Radio Tubes, and while awards 
have not yet been made, officials of the company report 
that this competition has been unusually successful, with 
many thousands of entries received. 
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——George A. Smith, director of the Geo. A. Smith Na- 
tional Display Service, 1737 Broadway, New York City, has 
just completed a. series of displays for the United States 
Rubber Co., that has brought liberal comment from the 
metropolitan press. There can be no denying the fact that 
in his branch, Mr. Smith is without a superior. 





——Reports from Detroit indicate that Roy H. Heimback 
is enjoying distinctive success in the display service field. 
Mr. Heimback launched his independent venture about 
two years ago and now has approximately twenty retail 
store accounts, and is Detroit display representative for 
several national advertisers. 





~ 


——Many of the beautiful and effective display sugges- 
tions issued to dealers by Wilson Bros., manufacturers and 
wholesalers in men’s furnishings, are the creations of J. 
Duncan Williams, display specialist, of Chicago. Mr. 
Williams, one of the most prominent displaymen in the 
country, is frequently consulted in the formulation of 
national selling campaigns. 





— James H. Hilton, who during the past year has 
served the display departments of Koch’s, Toledo; Mike 
Plaut & Co., Danville, Ill., and Ike Livington & Sons, 
Bloomington, IIl., has established a display service in the 
last named city. 








Announcement is made of the joining of interests in 
a big Display Service organization of H. J. Corbin and 
R. Ward Ruhle. Headquarters will be maintained at 7512 
Woodward Avenue, Detroit. 
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——One of the country’s most extensive service display 
organizations is that of Carson & Patrick, San Antonio, — 
with facilities to originate and execute display campaigns 
covering the entire country. Mr. Carson, for many years, 
has been active in I. A. D. M. affairs, and has contributed 
materially to that organization’s development. He was 
formerly display manager for The Guarantee Shoe Co., 
San Antonio, Texas. 





——Fisher Display Service, Chicago, reports a big develop- 
ment in business during the past year, and its creative 
division is now busily engaged in formulating plans for 
several big national display campaigns. S. Fisher, man- 
ager of the Fisher Display Service, is doing much in the 
campaign to bring about more intensive manufacturer co- 
operation with the dealer. 





—Many Display Service organizations have been requested 
to take part in the big display contest now being conducted 
by the Associated Men’s Neckwear Industries. One thous- 
and dollars in prizes will be distributed to the winners with 
a capital award of $150. There will be one prize of $100, 
five prizes of $50 and twenty prizes of $25. The contest 
will close November 15. Photographs should be directed 
to Associated Men’s Neckwear Industries, 432 Fourth 
Avenue, New York City. 





C. S. Longenbaugh, who, during the past two years, has 
been the directing manager of the Longenbaugh Display 
Service, Decatur, Ill, has discontinued the service to be- 
come supervisor of the display staff of H. G. Wendland & 
Co., Bay City, Ia. 














The Display World Honor Roll of Display Specialists 
































The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 





GEORGE A. SMITH 
1737 Broadway, New York City 
Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 
Manager, George A. Smith 


THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 
Local and National Window Settings, High-class Art 
Panels, Backgrounds, Scenery, Screens — Sketches 
furnished to reliable firms. Correspondence Solicited. 
Stagecraft—Conventions—Expositions 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 
Manager, J. D. Williams 





FISHER DISPLAY SERVICE 
40 No. Wells St., Chicago 


Plan and Install in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 


Manager, S. Fisher 





INTERNATIONAL DISPLAYS COMPANY 
Cleveland, Ohio 
Complete Display Advertising Campaigns for National 
Advertisers—Consulting Specialists—Representative in 
Every Big City 
Manager, A. T. Fischer 





EDWARD N. GOLDSMAN 
79 Parkhurst Road, @olloway, N. 7., London, Eng. 
Consulting Decorator and Display Manager—Coun- 
sellor in National Display Advertising—Display Ser- 
vice for Manufacturers 
Manager, Edward N. Goldsman 





SMITH-BOOTH WINDOW SERVICE 
124 W. 34th Street, New York 


VERTISERS. Products of all kinds set-up in model 
windows and photographed by an expert staff. 


Backgrounds and trims designed and executed. 





VISUALIZED WINDOWS FOR NATIONAL AD-~ 








DISPLAY SERVICE DISTRIBUTION SYSTEM 
12 E. 42nd St., New York City 
A National Window Display. Service endorsed by lead- 
ing manufacturers specializing in distributing and in- 
stalling sales-producing window sales campaigns. 
Norbert Felix, ‘Manager 
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Utility, 






Economy 


. —that’s what you get when 
you purchase Schack window 
and store decorations, and 
these essentials, incorporated 
in every Schack feature, have 
made Schack products the 
most popular and effective 


A book that is chock-full of practical decorations employed today. 


display ideas designed to enhance the 
sales power of your Holiday windows 


Why You Should Be Interested 
in Schack’s Xmas Flower Book 


Without charge or obligation it gives you hundreds of display sugges- 
tions of highest character just when they can be put to advantageous 
use. And it presents these hundreds of detailed suggestions in such 

manner as to make them equally adaptable and effective in small as 4 
well as big stores. And, most important of all, while these suggestions | 
are 100 per cent in beauty and sales appeal, they have been prepared 
for employment necessitating very slight expenditure. 


Send for Your Copy Today 


Merchants and display men are cordially invited to avail themselves : 
of the extensive service facilities of this organization—expert advice 
without the slightest obligation. 


' Schack Artificial Flower Co. 


Leaders for Half a Century ea 


FACTORY H SALESROOMS 
1739 Milwaukee Avenue Chicago 63 East Adams Street 
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Will Sell Retail Store to the Public 
John S. Jones, Jr., organizer of the National Retailer’s Organization, 


announces details of a campaign designed to win confidence of 
public and cornbat the house-to-house method of selling 


CAMPAIGN, the object of which will be to 
stop the growing evil of the house-to-house 
iS canvasser, with its corresponding harm to the 
retail store, and to sell the retail store to the public, is 
the aim of a movement inaugurated by J. S. Jones, Jr., 
of Jno. S. Jones & Sons, Atlanta, Ga. 

Through the courtesy of Women’s Wear, New 
York, to which publicat‘on Mr. Jones first outlined his 
plan of action, the details of Mr. Jones’ communication 
to that publication are printed here: 

“The National Retailers’ Association was chartered 
primarily to place the retail merchant and retail mer- 
chandising in an enlightened position before the Amer- 
ican people. We desired and hoped to bring the instru- 
ment for carrying out our program, but having failed 
in that initial move, we were forced to turn to other 
channels. In our opinion, we have the ideal medium 





now, and expect to accomplish something really worth . 


while. 

“To get the incentive briefly before you, it is only 
necessary to remind you of a few incidents of the past. 
First, you will remember that at the close off the past 
World War the retail merchant found that he was the 
supreme ‘goat.’ The daily newspapers, seeking to find 
subjects of popular appeal for the front page, appa- 
rently forgot the obligation due the retailer and played 
up as headline material the overall campaign and the 
wearing of calico. This prominent business man, and 
that popular politician were boldly quoted as taking 
pride in the wearing of patched pants and ‘frayed edges. 
Whenever the self termed ‘fair price commission’ found 
a merchant apparently guilty of profiteering, this fact 
was a great news item. The result—a condition of 
mind created in the buying public that found crystalli- 
zation in the thought that all merchants were profiteers 
and almost crooks. 

“The growth of the Real Silk Hosiery Mills selling 
direct to the consumer within the past five years can 
be directly traced to this mental condition. From prac- 
tically nothing in 1917 they have built a business today 
that exceeds $22,000,000. The same proposition applies 
to Fuller Brush Co., who in 1917 did a volume of 
$200,000, and in 1922 above $12,000,000. These are 
only two of the striking illustrations necessary to bring 
out the point. Wish to state that though these two 
concerns have received the natural benefit to be derived 
from concentration in large volume, their products are 
still not superior to what can be bought in the average 
retail store. We have made an exhaustive investiga- 
tion of this comparative value. 

“As to the remedy. This business cannot be stopped 


by legal process. That has been attempted. In our 
estimation a panacea for all of the ills is to institute an 
advertising campaign that will not only make the peo- 
ple think in regard to this particular evil, but will have 
reflected effect on the large mail order houses. Even 
more important than that, the campaign we are formu- 
lating will bring the retail merchant before the con- 
suming public in his proper light and will create a spirit 
of good will in respect to his position in the economic 
scheme of things. 

“We have ample justification for educational adver- 
tising as a medium for building good will and under- 
standing. Suppose we eliminate every other illustra- 
tion and just consider the railroads of this country. 
This particular group has long been the object of 
vicious attacks, perverted thought, and direct animos- 
ity. The end of the World War found their position 
even more unbearable, for then, added to their other 
woes were high tariffs, both passenger and freight, 
almost caotic service, and an already fertile field fresh- 
ly sown with the seeds of a new criticism. You know 
what the railroads are doing to combat all of this. They 


are spending millions of dollars in educational adver- 


tising, and as their campaigns are running on and on, 
they must feel they are getting results. 

“The position of the retail merchant at the close of 
the war was somewhat similar to that of the railroads, 
only the feeling was not nearly so strong. However, 
it existed then that he was a profiteer, and the volume 
being done by the house-to-house canvasser indicates 
that the feeling is still prevalent. As long as such 
people as Real Silk confined their advertising to their 
product alone the situation was not so bad, but this 
concern used a full page in the Saturday Evening Post 
recently on the subject of a Corporate Distribution, in 
which the whole plan of retail merchandising was 
questioned. They have come out into the open, and 
therefore will be easier to fight through logic and rea- 
soning. Wish to add in this connection that we do not 
intend to be so foolish as to advertise directly against 
the house-to-house method of distribution. We are 
going to sell the retail store. 


“Finding the national associations an impossibility 
on the basis of even getting them into a joint council, 
we have turned to the more pliable and logical group 
represented by the local retail merchants’ association 
found in the cities and towns of the country. These 
bodies already possess the composite nature required 
in that they list in their membership every class of 
retail merchandising. We intend to use the National 

(Continued on page 60) 
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CT LETTERING 


MADE EASY WITH 


““WRICO”’ Lettering Guides 





These guides will enable anyone to do 
perfect lettering in a fraction of the time 
required for ordinary freehand lettering. 
Made in sizes approximating 5/32”, 14”, 
34” and 14”, of standard vertical Gothic 


letters and figures. 


Used for accurate, rapid lettering on price 
cards, tickets, window and store cards and 
by Engineers, Draftsmen, etc., for letter- 
ing on maps, drawings and charts. 


One or more guides can be had or com- 


Letter Perfect—The “WRICO” Way. plete sets supplied in handsome velvet 


Catalogue 


lined case at $27.90 net, delivered. 
giving full particulars, yours for the asking. 


DISPLAY MATERIAL COMPANY 


191 PEARL STREET 


YS 


(Between Maiden Lane & Cedar Street) NEW YORK CITY 
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This 


or not. 


Without Color Attachment, 


$13.50 


1 Ft. Strip Light, with 2 25-Watt, 
Tubular Lamps, lete, 





FREDERICK 






attention to an article in any window, whether lighted in colors 


bright beam of light, using a 200-watt Type C Nitrogen Lamp, which is a 
standard type bulb. For varying the lighting effects and to eliminate - the 
bright spot, by adding frosted gelatine, in addition to the colored gelatine, it 
gives an even flood of light. Can be swung and tilted at any angle, and fas- 
tened immediately on ceiling, side-walls, concealed behind draperies, pillars, 
etc. Reflector guaranteed not to peel off due to heat or atmospheric conditions, 


Combination Flood and Spot Light, #STRIP-LJGHTS and FLOODLIGHTS ig 


Complete (Ready to Attach), This handy, compact, portable strip light can be used to many advantages 





Colored Gelatine Sheets 18x21 inches (40 Colors) 18 cents each SMEG aoa BS 
A. BOHLING Poot Lights, ete. 1 Rt. Complete, $050; 


Displays that Hold the Attention 
of the Prospective Buyer 


Make Your Store Stand Out From Its 
Neighbors and Competitors 


Turn the Spot-Light On It! 


If It is the Best Store in Town 
It Deserves the Spot-Light 


spot-light and flood-light is designed to attract particular 







It can be used with or without color attachment and gives a very 


when a light is needed, without any perma- 
nent wiring to be installed. It is portable and 
can be set or hung wherever convenient. Made 


in lengths to be used as foot lights, show case Co 
lights, etc., etc. Furnished with 6 ft. flexible Sm ar Ate ete 
cord, attachment plug and 25-watt tubular (Ready to Light) 
lamps to a foot. $16 ’ 
.00 


SAMPLE BOOK ON REQUEST 
Write for Complete Catalog 





SUN-RAY SPOT-LIGHT AND LIGHTING EQUIPMENTS additional Feet, 
556 ELEVENTH AVENUE (AT 42nd ST.) NEW YORK CITY $4.00 Per Foot 
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Getting 100% Interest for Displays 


Active interest of every department head is urged to be exercised 
in the matter of store decoration and merchandise arrangement 


By WILLARD D. HART 
Merchandising Analyst, New York City 


OW much attention is given to the displays in 
the departments of a store? How many clerks, 
aisle managers or merchants themselves realize 

that attractive displays of merchandise in a department 
bring good results? Do they stop to consider. that a 
conflict of colors will have a great influence in the loss 
of a sale? Do they realize that unkempt stocks are 
displeasing to the eye and cause a turn to a neater 
arrangement? To a constant observer it seems that 
they do not. 

The appearance of a department and the attractive- 
ness of its displays seem to be often too quickly passed 
over. Little attention is given to it when, in the opin- 
ion of expert executives, these features should receive 
the direct interest and supervision of all concerned. 

Therefore, with the realization of the potency of 
neatness in stock arrangement and display, this feature 
of the work is becoming one of the newer develop- 
ments of the display department of a store. In years 
gone by the display.man devoted most of his time to 
the windows. To-day he and his staff either decorate 
all display cases and counter and fixture tops, or at 





Evidence of Appreciation of Display Value in Store of J.W. Robinson Co., Los Angeles. Arranged by H.C. Pettit. 


least supervise the work done by various people in the 
department. 

In one Newark store the display department passes 
upon the arrangement of the stock on the fixture 
shelves, seeing to it that pieces of merchandise of 
clashing colors are not placed over or alongside each 
other. They see that such a department as silk, where 
practically all merchandise is colored, is arranged on 
the shelves in harmonious effects.. In many instances 
they separate each major color into a group, such as 
all blue on one shelf, all green shades on another, and 
so on until all shades have been exhausted. Where 
space does not warrant this, they strive for the best 
possible blending of colors. 

Separate color schemes, presented once or twice a 
week throughout each floor, have become the vogue in 
a few stores during the past several months. Each 
department carries out a general color combination, 
making things harmonious and symmetrical. 

That some merchants are beginning to realize the 
importance of backing up attractive window displays 
with appropriate interior decorations was illustrated by 
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Gimbel Brothers, New York, when this store recently 
spent thousands of dollars for beautiful counter lamps 
of similar design, which were placed in all departments 
throughout the main floor in an effort to make the 
general appearance of the floor as appealing as possible. 


Prizes for Best Department Displays. 


This store went still further. It spent considerable 
money in offering awards to those departments that 
made the best display, and individual awards to the 
salespeople in each department that presented the best 
trims. In this way was unearthed some unknown tal- 
ent, and that talent has been charged with the duties 
of keeping their respective departments neatly deco- 
rated. A different color scheme is carried out by each 
department and specialization is the keynote. Each 
individual showcase has a separate color scheme. All 
blue merchandise is kept in one, all red in another, and 
so on. In the jewelry division, for instance, one little 
section is devoted exclusively to black jet jewelry. 


Special Display Courses Suggested. 

A tremendous expense would be incurred to have 
a large enough display force to take care of all of the 
interior decorating. It would, however, be advantage- 
ous for a store to have a special course in displays in 
their department of training where clerks could obtain 
the fundamentals of the work and take charge of the 
trims in their respective sections. The course could 
be given by the display manager. The teaching could 
be done by demonstrations, and each display set up by 
the display manager could be utilized in the department 
where it would be most appropriate, thereby getting 
double results from the one effort. 

What an advantage a store would have over its 
competitor with a staff of sales clerks in each depart- 
ment trained in the art of decorating! How much 
more appealing the interior of that store is likely to be 
with each section having a person familiar with the 
“tricks of the trade.” In addition to the display man- 
ager, the buyer, merchandise manager and the adver- 
tising manager should supervise the interior displays 
just as one of them keeps track of the windows in 
many establishments. They should see to it that the 
displays are in season and that they present the latest 
models and merchandise. 

A concentrated display of merchandise during the 
height of a season or large sale, should be sought by a 
store. For instance, at Christmas time, not only should 
the ads and windows reflect the holiday spirit, but also 
should this tie-up be in evidence throughout the store. 
All merchandise and displays throughout the house 
should radiate with the festive spirit in an endeavor to 
induce customers to buy. 

Displays should be changed often enough to. keep 
them fresh and up to the moment. Departments whose 
merchandise is affected by style changes should care- 
fully. watch every new tendency, figure out how it will 
affect their business, and use it to the best advantage. 
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“HIPPO” 





Center Spot Beam 


X-RAY WINDOW 


FLOODLIGHT 


(with Center Spot Beam) 


Brings out those big displays in strong 
white light. Compels people to stop 
before your windows. Overcomes day- 
light reflections. A new idea in displays 
—try it! Use X-Ray FLOOD Light 
No. 33 for all Color effects! 


National X-Ray Reflector Company 
New York CHICAGO Los Angeles 


Engineers in all principal cities 
Tear off and mail today 


National X-Ray Reflector Company, 
236 W. Jackson Blvd., Chicago. 


I want to put a “punch” into my displays. Tell 
me how! 


Name ae baie 
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A View of the Attractive Main Floor of R. H. Macy & Co. Store, New York City 


At any rate, an effort should be made to keep ahead of 
the customers on such things, in order that they may 
look up to the store as authoritative. It must be re- 
membered that women to-day have almost an equal 
opportunity with the merchant in knowing what the 
new and advance mode is to be. 

Another important feature of interior display that 
is often overlooked is the need for having uniform 
fixtures throughout the store. The purchasing and 


selection of fixtures for all departments should be left 
to the display manager who is capable of obtaining the 
best and most appropriate articles to keep the general 
appearance of the fixtures uniform and neat. It would 
be well also for the apparel departments to be sure and 
have a standard or uniform form so that all garments 
will fit perfectly and look the same. If a form is off- 
size a garment can not possibly be displayed in a manner 
incorporating the essentials necessary for sales. 
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Advertising Wasteful When Windows Are Neglected 


Regardless of character and excellence of newspaper advertising, it is 
money foolishly spent if windows are “‘sloppy,”’ says advertising man 


HAT lavish advertising linked with careless window 

display was but another way of indicating waste with no 
prestige gained, was in substance, the important subject 
of an address by J. Thomas Lyons, advertising manager 
of The Baltimore Sun, delivered before the members of 
Pittsburgh Advertising Club, October 25. 

It is a waste of money, Mr. Lyons contended, for a mer- 
chant to spend freely for advertising in newspapers and 
otherwise and at the same time to maintain sloppy win- 
dows; they do not harmonize, he pointed out, and conse- 
quently do not bring results. 

He also contended that few merchants make a survey 
of thesr community to ascertain just what they can sell and 
to whom, and asserted that bargain sales every day were, 
in his judgment, useless, as people would not “bite” on that 
sort of thing forever. 


He held that if a merchant advertises women’s hats, he 
ought to have some idea about how many women there 
were in his town to pull from before he offered anything 
in that line. If electric irons were offered it was a mighty 
good thing to know just how many homes burned elec- 
tricity before making a drive on their sale. 

Then again he flayed the executive who comes to the 
store in the morning with a grouch and passed it along 
so that the rest of the sales force would be imbued with 
the same spirit. His idea of pleasing a customer was to 
print a slip to put in goods, assuring that if the customer 
was not satisfied with the purchase it would be made right. 

To treat customers indifferently, to snap them off either 
over the telephone or in the business establishment was 
the sort of advertising that hurt. He took the position 
that everything a merchant did was advertising. 
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‘individual conceptions may be devised. 


” fool-prook- ee 


is this instruction course by 


WM. HUGH GORDON 





To Letterers and Students 


This primary instruction course in lettering has 
made good. -It is the first application of the 
Gordon System, based on well-defined compari- 
sons. The familiar music staff is used here as an 
aid. to correct alignment and construction of 
letters. 


The most simple letter forms are shown and 
gradual progress is made up to the most mod- 
ern styles in popular use. These are all divided 
into four classifications from which all correct 
In each 
case mention is made regarding the brushes, pens 
and materials best adapted to the production 
thereof with the least degree of effort. 


This course has met the great need for up- 
to-date instruction on this subject and will not 
disappoint. 


To Beginners 


This system will enable you to study letter- 
ing intelligently and answers all questions in a 
manner calculated to inspire the student with 
confidence in the abilitv of his instructor. It 
eliminates indiscriminate practice. Reduces theory 
to a point of producing almost immediate results. 
Heretofore lettering has been taught by present- 
ing a few alphabets, mostly ill chosen in point 
of adaption to handcraft. These, with a few 
random remarks about drawing the characters 
as represented, completed the course in confusion, 
leaving the student to his own devices with the 
usual result—Failure. 


Each lesson printed on cardboard, Size 7x11_ 
Blue Portfolio Container 


THE DISPLAY WORLD = 
Cincinnati, DW-11-23 


Gentlemen: 

Enclosed find money order for 

([] $2.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING. 

[[] $3.08 for one copy Gordon’s.ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING and a year’s sub- 
scription to The DISPLAY WORLD. 

Ship postpaid at once to the following address: 








GREE ec sivdnscccanicevscacas 
Note.—If remitting by check add 0 for exchange. 
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Effective 


Color Combinations 


The Biggest Secret of 
Successful Display 


Often the best conceived window display 
is ruined by a faulty color effect. This has 
ever been one of the most difficult prob- 
lems in the successful ‘Practice of window 
display art. 


The Taylor Color Chart, invented a few 
years ago by artists to improve their own 
use of color and introduced to displaymen 
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only one year ago has proven its great. 


practicability and worth. It has in a short 
time obtained the approval of a great many 
displaymen and is used by the leading stores 
of the country. 


PATENTED COLOR CHART 
Size 22x29 inches, reinforced with linen back. 
Shows 96 colors—popular and standard—3 masks 
—one sheet of Pictorial instructions. 


COMPLETE, $15 POSTPAID 


Write for free bulletin, “Color as a 
Real Trade Builder” 


The DISPLAY WORLD 
Exclusive Agents to The Display Field 
CINCINNATI, OHIO 
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Who They Are and What They Say 


No. 3—H. H. Tarrasch, St. Louis, Mo. 














a yy NE does not need to go to St. Louis to pass 
Be 4 judgment on the display ability of one H. H. 
Tarrasch, director of the display department 
So general is his reputation 





De) 
ie p eco. 
for Stix, Baer & Fuller. 
and fame as a display master that almost anyone can, 
with plenty of assurance, supply considerable details 
concerning this artist and his effective display methods. 
Mr. Tarrasch is a displayman plus other abilities that 


make him an outstanding fig- 
ure, not only in the profes- 
sion of display, but in other 
divisions of retail merchan- 
dising as well. He is an 
artist, a creator, and at the 
same time a shrewd analyst 
as well as an executive of 
compelling force. It is safe 
to say that no other display 
department in the country is 
more efficient in its operation 
than the one at the head of 
which is this Mr. Tarrasch. 
Surely no department, func- 
tioning as a part of an or- 
ganization doing more than 
$30,000,000 annually, can 
show auditors’ reports indi- 
cating the operation of such 
a division under similar con- 
ditions and in accord with 
like store policies, at such a 
low relative margin as evi- 
denced at the store of Stix, 
Baer & Fuller. 

Mr. Tarrasch’s department operates on a basis of 
less than two-tenths of one percent, and this includes 
salaries of department heads and nine assistants. 
Last year the loss sustained from unreturned, torn, 
soiled and otherwise defective goods amounted to $14. 
Think of it. With a battery of several hundred feet 
of display windows, with frequent chances the policy 
of the store only $14 loss in a store doing $30,000,000 
volume annually. ‘his in itself is something unusua} 
and indeed indicative of the directing genius of Mr. 
Tarrasch. 


Reference to his display and artistic skill would 
only be repeating what has been said and printed times 
without number. His displays are marvels of sim- 
plicity, power and beauty, and each one evidences the 


creative, the inventive genius of the man. Winner of 
¢ 





H. H. Tarrascu 


Display Manager, Stix, Baer & Fuller, St. Louis, Mo. 


the I. A. D. M. sweepstakes and national contests too 
numerable to mention, Mr. Tarrasch has perhaps won 
more prizes and cash awards than any other display- 
man, with the possible exception of Carl W. Ahlroth, 
display manager for Hamberger’s, Los Angeles. 

Mr. Tarrasch began his career in the mercantile 
field in Germany, where one must serve long appren- 
ticeship and pass rigid tests before he is accepted even 
as a member of the clerking 
force. Previous to his ad- 
vent into the field as an ap- 
prentice Mr. Tarrasch was 
favored with several years in 
various private educational 
institutions and there builded 
for his future usefulness in 
the world of business. It 
was in these first years of 
higher education that Mr. 
Tarrasch learned the impor- 
tance of detail, of prompt- 
ness and system, later put te 
practical use in his appren- 
tice days in the retail store. 
These essentials were not 
forgotten, and as days length- 
ened into years the impor- 
tance of them became more 
and more obvious, until alt 
were finally evolved into one 
composite which was ac- 
cepted by Mr. Tarrasch as 
the unfailing recipe for ex- 
ecutive success. And, it is 
Mr. Tarrasch himself who attributes whatever progress 
he has made in his profession and business affiliations 
to the ability to direct, to devise the system and super- 
vise its functioning. 


Discussing the present need of advancement in cer- 
tain divisions of the general profession of mercantile 
display, Mr. Tarrasch urges the more serious consider- 
ation off the qualification for executive efficiency in the 
display department. “All educational programs of 
state or national conventions of displaymen should 
grant liberal time to discussions and problems having 
pertinent association with the executive demands of 
the display profession. Altogether too few men direct- 
ing display departments qualify as an efficient execu- 
tive or business manager of that division. This, I 
believe, is the present weakness in the profession.” 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 


AG AKG ING 
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ore 


snteitionn 


Boge 
225 W. Fourtu St. 
CINCINNATI. O. 





HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. 
























































More than Twelve Thousand 
- Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
_ of new and practical letter styles and combina- 
tions; a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the ‘card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagrammatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—lItalics for Speed Lettering—Speed Limit in Let- 
tering Show CardS—Fundamentals of Speed Work—“Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—Illustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over- 100 of them page 
habet plates 


PER When ereeres sr BOTH 
$3. 90 copy year's pubs subscription to FOR 34. 90 
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4 [] The Gordon Book. 4 
(] The Gordon Book and a full year’s subscription to 
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Notes From the I. A. D. M. Convention City 


——— By E. Preston Browder —_——_ 

















1924 I. A. D. M. CONVENTION COMMITTEES 
APPOINTED AND FUNCTIONING 

Buffalo Displaymen’s Club, fully realizing the 
responsibility of staging the next I. A. D. M. conven- 
tion, is losing no time in getting down to work. 
Although the various committees were only recently 
appointed, plans are already under way for what 
promises to be the finest meeting in the history of 
the I. A. D. M. 

Clement Kieffer, display manager for Kleinhan’s 
and convention director, needs no introduction to the 
display profession, and those who have attended any 
of the past eight or ten conventions will agree that 
“Clem” is equipped with the ability and enthusiasm to 
put over a whirlwind program. Mr. Keiffer has a 
very able staff of assistants, consisting of the entire 
membership of the Buffalo club, every one of whom 
has pledged his co-operation and support. 

Ellwyn McEachnie, display manager for Jahraus 
Braun Co., is director of demonstrations, assisted by 
Harry Groves, display manager for Walk-Over Shoe 
Co., and Harold Strait, Woolworth Buffalo Stores. 
“Mac” promises, and is surely capable of producing, 
a 100 per cent educational program. 

Charles Haas is chairman of the Entertainment 
Committee, assisted by Andrew Murdison, Ben 
Nemeschy, Carl Sycler and A. Rayworth. Edward 
D. O’Dea, manager McCarthy Bros. & Ford, heads the 
Program Committee. Philip Bellanca, Davis Bros., is 
director of exhibits, assisted by Mr. O’Dea. E. Pres- 
ton Browder, advertising and display manager, the 
Kobacker Stores, is*director of publicity, assisted by 
G. S. Robinson, of Oppenheim, Collins Co., and past 
president: of the Buffalo club. Other appointments 
are: William Wright, M. C. Conner and L. King, in- 
formation; Charles MacKernan, Michael J. Leo Co., 
hotel committee, assisted by John Wolfgruber, of 
Adam, Meldrum &: Anderson Co., and Harry Van 
Wei, of Victor & Co. W. J. Amborski, Frank Winch 
Co., is contest clerk, assisted by Louis Eaton, Boston 
Store, and Harry Brown; Edward Kurczinski, George 
Torigan and Joe Becker, fixtures; C. W. Sullivan, 
Charles Monde and R. McConville, merchandise ; John 
Fiebelkorn, S. A. Anderson Co., in charge of the ban- 
quet, assisted by Lester Erlanbach. Al. Deitrich and 
Joe Streiber, form the Membership Committee, and 
Harry Groves, G. S. Robinson and Edward O’Dea 
comprise the advisory board. 





I. A. D. M. CONVENTION COMMITTEE 
CONFERS IN BUFFALO 

A joint conference of the I. A. D. M. Executive 
Committee and the local committee was held in the 
Hotel Statler, Buffalo, recently, when plans for the 
1924 Buffalo convention were mapped out. John J. 
Cronin, display manager of Bamberger’s, Newark, 
N. J., presided. Other visiting delegates were: L. A. 
Rogers, secretary I. A. D. M., Chicago; Charles Wen- 
del, J. L. Hudson Co., Detroit, chairman of the Exec- 


utive Committee; E. Dudley Pierce, Sibley-Lindsay 
& Curr, Rochester; and I. L. Bradford, secretary, 
Chicago Fixture Manufacturers’ Association. After 
an inspection of the various hotels and halls, the 


- Broadway Auditorium was unanimously accepted as 


the convention hall, with the Hotel Statler as head- 
quarters. Plans for a better educational program 
were discussed and many fine suggestions were 
offered. The visiting delegates were very favorably 
impressed with Buffalo as a convention city. 





MESSAGE FROM KIEFFER 


It is gratifying indeed to know that the effort of 
ten years’ service to the I. A. D. M. is bringing fruit- 
ful results. A letter from Boston, a letter from Chi- 
cago, a letter from California, from Tulsa, from Cin- 
cinnati, and another from Fort Worth. What a “grand 
and glorious” feeling to know that these men are in- 
terested to such a degree they are offering their co- 
operation to the writer, the local club and the I. A. 
D. M. to make the coming 27th annual convention, 
June 23-26, in Buffalo, a success. Words are inade- 
quate to express the satisfaction and gratitude the 
committee are experiencing with the influx of these 
letters. We are fully conversant with the work that 
this convention will involve, and every member of the 
Buffalo club has pledged his individual support to 
the writer. “ 

Yours for a bigger and better convention, 

CLEMENT KIEFFER, JR., 
Convention Director. 





PRESIDENT CRONIN PLEASED 
President J. J. Cronin expressed admiration for the 
manner in which things are being conducted by the . 
Convention Committee for the benefit of both the 
displaymen and the manufacturers. 





“BILL” SAYS “SEND IN YOUR PHOTOGRAPHS” 


Wm. J. Amborski, contest clerk, reports that he’s 
all set and ready to receive photographs and show 
cards for entrance in the 1924 contests. It may be 
said here that every displayman owes it to himself, 
his firm and the display profession to enter these 
contests. Address all photographs to Wm. J. Am- 
borski, Broadway, Buffalo, N. Y. 





BUFFALO’S CRYSTAL BALL SCHEDULED 
FOR NOVEMBER 21 

The fourth annual Crystal Ball of the Buffalo 
Association of Display Men will be held on the night 
of November 21, at the Statler Hotel. E. P. Browder 
is general chairman with other committeemen named 
as follows: Publicity, E. M. McEachnie; tickets, Al. 
J. Dietrich; features, Philip Bellanca; decorations, 
John Fiebelkorn; reception, Clement Kieffer, Jr., and 
John Biebelkorn; reception, Clement Kieffer, Jr., and 
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Does Your -Window 
Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A good 
window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 
the customers into the store. You can help your 
window do this successfully by dressing it with— 


HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 


SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 


41 East 20th St. 
“Hydol Silk Plush (+ Quality x Service—Price)=Value.” 
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You Are Invited 


TO INSPECT OUR DISPLAY OF CHRISTMAS 
DECORATIVES which are now being shown by 


our representatives. 


% % % % 


There is a WIDE RANGE of BEAUTIFUL, 
ORIGINAL DESIGNS from which to make your 


selection. 
Ce ee 


And PRICES that are UNUSUALLY ATTRAC- 
TIVE. 


Write for Catalog DW-23 


L. BAUMANN & CoO. 


357-359 West Chicago Avenue Chicago 









































New York, U. S. A. 











hristmas 
Window Displays 


Are You Giving This Matter 
Your Attention? 


Do Not Delay! 
Now Is the Time to Order! © 


} NEW 

! BACKGROUND PAPERS, 
} BORDERS, FLOWERS, WREATHS, 
} PLACQUES, CUT-OUTS 
, BASKETS, ETC. 


Send for Catalogs 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 
} 30 READE STREET 


NEW YORK 
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_ Chicago Monthly Display Review 


Display presentations during early days of November inspired by the 


opera—Distinctive displays described—Skill of Tannehill is praised 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World. 
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GB] HE dominant note of the Chicago window dis- 
res 3 plays at this time, and more especially among 
Mae | the better stores, is inspired by the opera 
which is about to open its winter season at the Audi- 
torium. All of the women’s stores and stores which 
feature women’s wear to any appreciable degree, are 
showing the most elaborate things they have. All of 
which is evidence of the fact that great preparation has 
been made on their part in anticipation of a wonderful 
opera season. The men’s shops, too, are featuring one 
or more windows of things that men wear “after six.” 

Flocks of women of opera status can be seen gaz- 
ing with suppressed excitement at displays of gorgeous 
evening gowns here and there on State Street, or in the 
pretentious shops of Michigan Avenue. No less atten- 
tion, and excitement perhaps less suppressed, is evident 
among other women and girls who do not go to the 
opera but who can and do admire the wonderful dis- 
plays of such apparel. It was hard for this writer to 
get close enough at times, and if some of the descrip- 
tions may not be exact, it was because the women 
brushed him aside or refused to make room for him 
to wedge in. 

The significance of the opera season is emphas-zed 
by the display in the great corner window of Marshall 
Field & Co., at Washington and State streets. The 
magnificent background decorations described in last 
month’s issue of this paper remain in place and fur- 
nishes the ideal setting for five beautiful wax figures, 
each wearing an evening gown different in design and 
color. Four of the five figures wear gowns in colors 
of orchild, yellow, pink and white. One figure is 
dressed in a beautiful opera coat of full length in green 
and gold brocade with white fur collar, cuffs and hem. 
It is a wonderful display of wonderful gowns, and the 
attention and interest manifested is full proof of th’s. 

The two State Street windows showing the Japan- 
ese mounted statues are draped in shades of green silk 
piece goods, trimmed with other silk in a different 
shade of green; green-gold lace is also used in connec- 
tion with large rhinestone ornamental buckles. Another 
window is devoted to young women’s evening dresses ; 
two forms are used. One wears a beautiful dress of 
pale green, while the other wears one of silver gray 
with pink velvet flowers down the side from the waist. 
White and orchid beads are also used on this costume. 

Fur trimmed coats for women; fabrics of brown 
taupe color; furs of contrasting shades of gray and tan. 
The coats are shown on two standing figures ; an orna- 
mental table and chair to match, complete the effect. 





Another window also features fur trimmed coats of 
heavy fabric of brocade pattern with deep fur trim- 
ming on collars, cuffs and bottom of coats. Pumps, 
hats and gloves are in perfect harmony with the colors 
of the coat or its fur trim. 

The windows are used for the display of fur 
trimmed suits. One of them shows one figure seated 
and another standing. Two ornamental chairs and a 
table of the same design finish the decorative effect. 


- The other window also shows two figures posed wear- 


ing suits of rich dark brown material with fur collar 
and cuffs of the same shade as the fabric. Each figure 
wears an appropriate and becoming hat of brown silk 
with gold trimming either of lace or ornament. Russet 
suede pumps with brown leather trim are noticeably 
smart and in keeping. 


Another window showed four little tots dressed up 


in tots’ dresses, three standing hand in hand, while an 
older girl stands slightly away, as if watching after 
them. The large corner window at State and Randolph 
features five wax figures dressed in gorgeous fur coats 
of varying kinds of fur. Around the corner on Ran- 
dolph Street is a very attractive window of women’s 


sports suits and coats in knitted goods; the figures are. 


appropriately dressed from head to foot in accordance 
thoroughly with the suit and coat featured. ; 

The opera is well represented at Chas. A. Stevens 
& Co., for their entire large island window is given 
over to the display of evening gowns, coats, hats, fans 
and other requisites. In addition to this there are dis- 
played in the lobby windows eight miniature models of 
the stage-settings in actual colors and lighting that will 
be seen in the opera “Boris Godounow” which will be 
put on by the Chicago Civic Opera Co. These models 
are arranged at intervals throughout the display space 
in the lobby, are on a level with the eye, and do not 
interfere with the usual window displays of smaller 
things and novelties for which this store is more or 
less famous. 

This writer has for a long time been an ardent 
admirer of the rather original manner in which Mr. 
Tannehill has been handling the State Street windows 
of Carson, Pirie, Scott & Co. It has been evidenced 
time and again in these columns. This admiration was 
not influenced by any other authoritative comment, or 
anything except the apparently obvious principles of 
common sense applied to window display, clear inter- 
pretation of Carson, Pirie, Scott & Co. policy and ele- 
gant simplicity in selection and arrangement of mer- 
chandise. It is therefore gratifying to hear that the 
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highest authorities of window display in Chicago (or 
elsewhere, for that matter) have praised Mr. Tanne- 
hill’s work in this connection unstintedly. In addition 
to this, a few days ago, while delivering a lecture to art 
students at the Art Museum, Mr. Lorado Taft, the 
world famous sculptor and artist referred in particular 
to these windows as being truly artistic and among the 
best that he had ever seen anywhere. Mr. Tait is a 
critic of soundest judgment and is not given to hand- 
ing out idle compliments. 

Three windows among those now in on the State 
Street front of Carson, Pirie, Scott’s stand out con- 
spicuously. One is a display of sports apparel. Two 
wax figures are used, one dressed in a sports suit and 
long sport coat. A golf bag and sticks recline against 
a carved chair nearby. The other figure is clad in a 
nobby riding habit, holding a crop in hand. In the 
center of the background is a beautiful painting of a 
horse head. Directly under this painting and against 
the background is a beautiful carved chest on which is 
a small cast of a horse. Each figure wears the proper 
hat and shoes to harmonize with the other apparel fea- 
tured. An appropriate novelty or accessory may be 
seen here or there on the floor or on a chair. Just the 
right thing in just the right place, and never a thing too 
much. 

Another window consists of three figures posed; 
two are wearing suits with fur trim; the third figure is 
wearing a smart dress and holding a gray fox throw in 
its hand. The central figure is seated on a magnifi- 
cently carved chest. A beautiful painting of a young 
woman, done in brilliant colors and in a large gold 
frame, hangs in the center of the background. The 
suits and dresses are for misses. The other window 
also has three figures wearing dark cloth coats with 
beautiful gray fur collars and cuffs. The central figure 
is seated in a beautiful needle-point chair. Each figure 
is appropriately hatted, shod and gloved in styles and 
colors that are in keeping with and complementary to 
the coats they wear. 


Mr. Hampton, who is in charge of the windows at 
Bedell’s, is maintaining the consistently high standard 
of display that he started out with when he first came 
here some months ago from the Wonder Store of San 
Diego, Cal. The same background units of Chinese 
screens and Japanese lamps in colors of gold-black-red 
and green-black-gold that were used at the opening last 
month are used now. New and different merchandise, 
together with good arrangement and neat technique, 
keep these windows new and _ fresh-looking each and 
every week. 

One large front window on State Street contains a 
showing of women’s fur trimmed coats. Eleven forms 
are shown wearing coats, while two or three are easily 
draped over stands or a chair. A handsome uphol- 
stered davenport is used in the center of the window, 
and a couple of high-back carved chairs at either end 
of the window. Two Japanese lamps complete the final 


touch. Another neat and attractive unit at this store 
is made up of a unit of four figures grouped in front 
of one of those red-black and gold decorative -panels. 
One figure, seated, wears an evening gown of red silk 
with all-over velvet applique design of the same color. 
Another is dressed in a black velvet gown, while each 
of the other two figures wears a gown of black velvet 
with red or red and gold trimmings. The two central 
figures are seated on two finely carved high-back chairs. 

Both sides of the large corner window of Mandel’s, 
at State and Madison, are devoted to women’s evening 


_apparel of the most elaborate kind. The State Street 


side shows two wax figures posed, one wearing a full 
length ermine opera coat trimmed with black and white 
fur-collar of different fur. Underneath this is a won- 
derful gown of cloth of gold trimmed with pearl beads, 
and further ornamented here and there with larger 
stones resembling amethysts, rubes and sapphires. The 
opposite figure wears a white evening gown with an 
all-over design of silver lace... A white evening coat of 
broadtail fur, with a design of black fur arownd the 
bottom, rests upon a carved needlepoint chair just 
to the rear. 

The companion window on Madison Street shows 
three figures in gorgeous evening gowns. One white, 
trimmed with beads and rhinestones ; one in the center 
of the window, seated, wears a coral colored gown also 
trimmed w:th beads and rhinestones in ornamental de- 
sign. Thrown back over the back of the settee is a 
rose-colored coat lined with silver cloth and trimmed 
outside with beads. The figure holds a beautiful os- 
trich fan. The other figure is that of a gray-haired 
woman wear:ng a beautiful black velvet gown trimmed 
appropriately with white. The two windows are very 
beautiful and attract lots of attention naturally. The 
backgrounds are the same as used during the opening 


Just away from the last window described and near 
the Madison Street entrance to this store is a very at- 
tractive window of-women’s shoes and pumps. The 
display is divided into three units, showing different 
colors of shoes. All are dress pumps. Rose velvet 
cushioned benches and pillows are used to display the 
shoes on, as are some crystal glass fixtures. But the 
feature of the display is that a stand-lamp of gold 
metal, standard and beautiful dark rose silk shades is 
placed near the center of each of the three units, shed- 
ding a soft, rich light down on the shoes, the cut-steel 
and rhinestone buckles shown among the pumps. It is 
attractive at sight and the shoes are made to look a 
bit more luxurious than they otherwise would look. 

Other Mandel windows on State Street show one 
presenting four figures wearing fur-trimmed cloth 
coats of rich-looking materials and beautiful furs. An- 
other is featuring a “special sale” of beautiful silk lin- 
gerie. The Wabash Avenue windows of this store are 
much the same as they have been heretofore, with the 
exception that some new carpets have been added to 
the floor, which is an improvement. 
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One of Arthur V. Fraser’s Fall Displays for Marshall Field & Company, Chcago, Iilinois 


The Fair’s double window at the corner of State 
and Adams streets shows a very attractive display of 
women’s frocks at $23.75. Six wax figures are used 
in the display, and they are so well handled, so tastily 
dressed from head to foot, that the dresses look like 
they are worth very much more than the figure at which 
they sell. Perhaps they are worth more—but never- 
theless it is good window display that makes them look 
that way. Another window features three misses’ fig- 
ures wearing soft-colored evening dresses, which are 
also featured at $23.75. Two millinery groups are used 
to balance the display, the base of the units being cov- 
ered by two ostrich fans of pink and orchid. The next 
three windows are devoted to a showing of original 
models millinery at a special sale price of $6.75. About 
seventy-five hats are shown in the three windows. The 
last window is a 20-foot display of dolls at special 
prices. There must be a couple of hundred of them 
shown in the window and each one bearing a price 

The windows of M. L. Rothschild are devoted to a 
display of men’s finest overcoats. “Scotchy” fabrics, 
fancy silk and self-linings are prominently displayed. 
Then follow displays in the usual neat little units so 
characteristic of this store: Silk knit neckwear, buck- 
skin gloves, suits, overcoats, suits and velour hats; an 
entire section is devoted to women’s fur-trimmed coats 
(made by Hart, Schaffner & Marx), overcoats, suits 
and hats. The window cards are all done on a pale 
gold card with white lettering. 


Mr. Leaker, at the Hub, certainly is keeping his 
standard up. Not only that, but he occasionally ex- 
ceeds that. The windows of The Hub always seem to 
be in absolute harmony with the advertising and the 
store policy of this institution. In addition to that, the 
display technique is brought out to the nth degree of 
effectiveness. The Hub can thank themselves for the 
day they got Mr. Leaker, for it is not every displayman 
who can so thoroughly interpret the store’s policy and 
the store’s advertising in the windows. 

There is a very attractive window of small boys’ 
overcoats in tan shades and fur collars. One with 
quilted silk lining. Hats and caps and gloves in like 
colors make an interesting unit. A window of men’s 
overcoats consisting of four coats, two shown on forms 
and two draped showing the linings. The unit is helped 
by a display of hats, bags, shoes, reefers, canes and 
gloves, nicely grouped in the center. The colors of the 
smaller goods are, of course, in harmony with that of 
the coats. Another window of $45 and $50 suits is 
well carried out. The four suits shown are all well 
arranged on coat forms, while a complementary unit of 
haberdashery also graces the center of this display. 
Neckwear, hats, bags, shoes and spats make up the unit. 
On Jackson Boulevard is an exceptionally attractive 
display of men’s dress clothes. Two Tuxedo coats are 
shown on forms, one with the white waistcoat and the 
other with the black waistcoat. A handsome dress 
overcoat is draped on the floor. 











| eee | comme | comes | Get | eee: | Gee | cms | cee | ees | cee | Gee | Gt | eee fees | ees | oe | ee ee 





—- oe - te; oe w. Te wa: SOO 


“ 


eal 


-_ 


GS OR SSS .l WS 








THE DISPLAY WORLD 45 


Immediate Delivery 
On Holiday Fixtures 


You'll like this most attractive Onli-Wa 


complete unit. With it, you can put 
punch in your holiday display of Jewelry, 
Leather and Toilet Goods—in fact, all 
kinds of Gift merchandise. 


Write Today for Catalog. QUALITY AND ORIGINALITY 


petD.w. THE ONLI-WA FIXTURE CO. “Bech! 34 














— UNBREAKABLE — 
WILL HELP CREATE—Beautiful Backgrounds, Screens, 
Panels, etc. Heads, Scrolls, Shields, Wreaths, Rosettes, 
Festoons, Drops. 
PERIOD CARVINGS—Adam, Louis XVI, Hepplewhite, 
Chippendale. Cheapest and Best Trim Made—Will Last 


for Years. 


New No. 9 Catalog and Sample—FREE 


ORNAMENTAL PRODUCTS CO. 


' , W. LAFAYETTE AVE. DETROIT, MICH. 
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SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the-display line in which you are interested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 
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LIGNINE (WOOD) CARVINGS | 
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4 O) Air Brushes () Counters and Shelving Plaques (Window) 1) Signs—Electric 
4 C) Artificial Flowers C) Decorative Papers () Plastic and Composi- [) Signs—Wood Letter 
4 C) Art Screens [] Display Furniture tion Pieces C) Stencil Outfits P 
C) Art Studies : C] Display Forms (1) Plushes and Velours CL) Stock Posters f 
. C) Backgrounds ([) Display Racks (] Price Cards and Tickets LJ Store Designing P 
, (1) Background Coverings ([) Dividers—Show 0) Price Ticket Holders C) Store Fronts 
>  () Books on Cardwriting Window C) Reflectors CL] Time Switches 
, C) Books on Display (1) Drawing Boards [] Screens (Background) [) Valances 4 
CL] Books on Draping () Fabrics and Trimmings L] Shoes—Window 1) Wall Board 4 
(J Booths and Floats C] Fixtures (1) Show Card Schools L] Wax Forms and Figures 
() Brushes and Pens (] Flags and Banners C) Show Card Service [] Wickerware Specialties 
C) Cabinets—Revolving O) Hammers—Window C1 Show Card Supplies C1] Window Drapes 
CL} Card & Mat Board C) Lamp Coloring 1) Show Cases 1) Window Lighting 
(J Card Writers’ Materials () Lightingand Equipment CC) Show Case Lighting 1] Window Shades 
C) Cash Carriers (J Pageants and Exhibits () Signs and Card Holders [] Window Trimming 
CJ Chairs and Seats. C) Papier Mache 1) Signs—Brass and Schools 
CJ Color Lighting ; Specialties Bronze C1) Wood Carvings 


(1) DO YOU WISH A COPY OF THEIR CATALOG? 
[1] DO YOU PLAN TO REMODEL YOUR STORE SOON? ([() DO YOU PLAN TO BUILD A STORE SOON? 
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MAIL TO THE DISPLAY WORLD—CINCINNATI, oO. 
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Who’s Who in the Fixture Industry 
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is JOU" VE heard of Nestle’s Food babies, war 

pte babies, and other kinds of infants that have 
ca thrived on various means, but here’s a baby 
that has grown to lusty manhood in just six years and 
all it was ever fed was “work.” And lots of it. 

Know Jack DeWeese? He’s the chap who, up to 
six years ago, was furnish:ng goods buyer for the Rike- 
Kumler store in Dayton, Ohio, and at. that time in- 
yented a patented display tie--- 
holder. Would you think that | 
this invention would be the 
start of a display fixture busi- 

“ness covering practically every 
state in the Union? Well, it 
was, and The Onli-Wa Fix- 
ture Co. is the result. 

To come down to the well- 
known and justly famous 
“brass tacks,” this concern was 
started in 1917, in a tiny two- 
by-four shop in Dayton, to 
manufacture patented tie-hold- 
ers, of which thousands are in 
use at the present time. Jack 
DeWeese manufactured and 
sold the tie-holders to hun- 
dreds of stores. The bus:ness 
grew. In 1918 it was decided 
to begin making wood display 
fixtures, and W. S. Rutledge, 

a practical man in the indus- 
try, joined the outfit. A little 
larger space was taken, ma- 
chinery installed and additional help secured. .. Twenty- 
four numbers comprised the entire range of output. 

The slogan adopted was “The Onli-Wa is the Best 
Way,” and this has been followed rigidly. Inasmuch 
as all fixtures are made up to special order so that 
every buyer’s individual requirements are followed to 
the letter, one can readily understand the scrupulous 
care which is taken in the production. Today over 
1,400 numbers are available for use, each one different 
and suitable for the particular need of the user. 

The factory is located at 125-7-9 N. Clinton Street, 
Dayton, and comprises over 10,000 square feet of floor 
space, every foot in active service. Twenty-two sales- 
men cover the entire country selling Onl?-Wa products. 
A new factory will be constructed next Spring which 
will be the last word in wood fixture production. As- 
sociated with Mr. DeWeese is M. W. Rutledge, son of 
W. S. Rutledge. 








J. H. DE WEESE 


One of the keynotes of the progress of The Onli- 
Wa Fixture Co. is the experience of Mr. DeWeese in 
the furnishing goods business. As buyer for fourteen 
years for The Rike-Kumler Co., of Dayton, he had a 
particularly valuable opportunity to observe the needs 
of displaymen. This experience has proved more than 
useful in suggesting new and original ideas for 
displaymen and continues to enable Mr. De Weese 

to provide the profession 
with the right fixtures to 
make merchandise more at- 
tractive ‘and more easily 
sold. : 
Not only has Jack De 
Weese been sold on the ef- 
' ficiency of his own products 
and his ability to scrutinize 
the conditions and demands 
of his field, but he has evi- 
denced those other requi- 
sites for successful direc- 
torship through his co-oper- 
ation with and active par- 
ticipation in any program or 
campaign sponsored in the 
interest of the display pro- 
fession. He is a most regu- 
lar attendent at all I. A. D. 
M. conventions, and at the 
same time, a most popular 
one. He is an organizer as 
well as a salesman, an exe- 
cutive as’well as a creator. 

Contributing almost in equal degree with the 
quality of the Onli-Wa products in the successful 
growth of Mr. De Weese’s company has been the 
substantial and regular program of advertising that 
has significantly characterized the sales and pub- 
licity campaigns of this organization. As a result 
of this diligently planned and constantly function- 
ing advertising program Onli-Wa products are to- 
day known and in use in every section of the 
country. 

The development of Mr. De Weese’s organiza- 
tion is a fitting evidence of the business efficiency 
of the man behind it and an excellent illustration 
of the opportunities available for the man of fore- 
sight, initiative, integrity and tenacity. Jack De 
Weese embodies these essentials and to-day with 
his organization enjoys a commanding position and 
prestige in the display fixture industry. 
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~ With the New York Displaymen 


Metropolitan artists making plans for pretentious Christmas displays 
—R. M. Macy, Inc., to have world’s largest show window 


By WILLARD D. HART 
Special Correspondent, The Display World 


Exe} ARLY this month all of the display depart- 
2 eS ments of the local stores spent their entire time 
S634 in formulating plans for their Christmas dis- 
plays and toy spectacles. More preparations have been 
going on at some stores than ever before. Much secre- 
tiveness has been maintained in the identity of the spec- 
tacles in the stores this year. R. M. Macy & Co., Inc., 
have used particular pains to keep their plans secret, 
but The DISPLAY WORLD correspondent has been 
able to dig out certain facts in time to make this issue. 

This organization is planning something never be- 
fore done by a retail store. They are spending thous- 
ands of dollars in an effort to make their toy attraction 
to the kiddies most unusual. The company will have 
in its new addition one of the largest display windows 
in the country, to be used for spectacular showings 
exclusively. This window will measure something like 
sixty-five feet in length and in it the toy exhibit will 
be shown. The attraction is not being done by the 
display department. Instead, the store is having a 
nationally known theatrical producer stage the spec- 
tacle for them. This is something that has never been 
done here before. In addition, the executives are pre- 
paring to have a private showing the night previous to 
throwing it open to the public, at which prominent city 
officials and newspaper representatives will be present. 

Overnight the large department stores are turning 
from huge merchandise emporiums to Christmas pal- 
aces. Toy departments are beginning to stretch their 
“legs” and take their natural position as one of the best 
and most active departments in the store. At Gimbel 
Brothers the pillars on the floor have all been decorated 
and surrounded at the top with mechanical attractions, 
which at the present time are all hidden until all is in 
readiness. Here the decorations will be extensive and 
will spread all over the floor rather than one large 
spectacle at a given point. Bloomingdale Brothers 
are again featuring Santa Claus and his north pole 
castle. 

As yet no Christmas displays of any kind have 
appeared in the windows. Here and there one sees 
signs of the rapid approach of the festive season. 
In the five and ten cent stores the Christmas tree 
decorations have obtained space and small announce- 
ments appear in the daily display ads of the store 
calling attention to what is coming, or an urge to 
shop early. 

For the autumn season R. H. Macy & Co., Inc., 
presented a very realistic hunting scene. They 
brought a bit of the hunting woods to the 34th street 





feature display windows. The entire floor was covered 
with moss and grass and the walls were a mass of low 
brush and pine trees. Sitting at one corner was a 
figure dressed in a hunting outfit with a gun across 
his lap. 

The new bronze front of Oppenheim Collins & 
Co., was officially opened recently. The entire 
entrance and window front, with the exception of the 
glass, is of bronze and comprises one of the most 
beautiful exteriors in the country. The interior of the 
windows has been painted a gray color, with gray car- 
pet and mirrors in the background. 

The new front, under construction at Cammeyer’s 
shoe store, is rapidly nearing completion. One portion 
of it has been opened. The trimmings are of black 
quartz, marble and bronze. The background of the 
windows is caen stone, while the front is of the 
arcade type with five small windows on each side. 

Millinery heads, mounted on tall stands and en- 
scounced in hats and veils, were scattered through 
some Bonwit, Teller & Co. windows to good purpose. 
The heads were anything but ghastly or gruesome like 
similar fixtures occasionally observed. Veils or scarfs 
concealed the sudden transition from head to wooden 
post. 

The floors of Avedon’s windows were very effective 
with a black velour rug, embellished with rhinestone 
ornaments, arranged in definite designs. The rug was 
circular, with a large circular ornament defined in the 
center. Large rhinestone medallions marked the ends 
of lines of small sparklers running from the center. 
There were eight of.these. Three concentric circles 
were formed of rhinestones within the limits marked 
by the larger decorations, and outside of these circles 
many small stones were scattered over a circular tract. 
The sign of the glistening stones, as one came up near 
enough to the the window to observe the rug, was 
somewhat surprising and entirely appealing. 

A set of fixtures brought out lately by J. B. Wil- 
liams follows in metal a design that is strongly sug- 
gestive of designs used for wooden fixtures. The tops 
of the tables are in metal or in a composite of marble. 
A tripod under a fluted bell-shaped form appears in 
each piece. In the case of stands the tripod rests on a 
circular base. with an ornamental border. The legs of 
the tripods are in two curved sections, with a little 
bell-shaped cap at what might be called the knees of 
the legs. 

A folding screen composed of seven narrow panels 
has been setting off displays at Orkin’s lately. No two 
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L.A. FELDMAN 


Fixture Co., Inc. 
32 West 32nd St., 


Feldman’s 
Fashion 
Forms 
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for years— You can 
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them on the latest style 


forms. 
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of the panels are of the same height. Symmetry in the 
arrangement of the panels has been avoided, and the 
interesting character of the screen is enhanced thereby. 
The tops are rounded. Designs savoring somewhat of 
the modern jazz school of art have been used to deco- 
rate these new screens. A swan in conventional white 
plumage :s swimming on a fantastic billow of black 
along a green bank on which are pink flowers with blue 
leaves, yellow and green flowers, blue and yellow flow- 
ers and other entertaining flora flourish. There is a 
pink sky behind the swan, and above purple, green and 
blue leaves hang in front of white clouds. 


Recently, here and there along the Franklin Simon 
& Co. front, a number of small units were interspersed 
among the larger ones. These units bore a strong re- 
semblance to each other and at the same time were 
widely varied. Some were constructed on a small, low 
table and one on a taller fixture. 

The merchandising of silks, probably the most 
beautiful and appealing type of merchandise that is 
sold across the retail counter, is raised to new levels in 
the new Frutchy Silk Shop which opened recently on 
upper Fifth Avenue. A pioneer in the silk specialty 


shop business, having opened the first store dealing. 


exclusively in high-grade silks in the Fifth Avenue dis- 
trict, W. J. R. Frutchy has created a store which is a 
distinct step in advance in point of service and design 
and display fixtures. _ 

After more than two years of experience, Mr. 
Frutchy has now a shop which is the last word in ar- 
rangement and interior display, particularly adapted to 
the showing of silks. The wall cases on the left side 
of the store are built in sections of varying heights. 
This takes away the monotonous effect of cases of sim- 
ilar height. With the varied heights each case stands 
out as having something different to offer than its 
neighbors. A protruding shelf which is at a convenient 
height between the upper and lower part of the fixture 
makes an ideal place on which to display the merchan- 
dise to the customer. Bolts of material drawn from 
either above or below can be spread out here and be 
handled and judged by the customer without waste of 
time or space. There are four shelves above the step 
and two shelves and a drawer below. 


For the benefit of the customer who wishes to shop 
at leisure there have been arranged between each of 
these wall cases, alternately, console tables and low 
benches. Behind all of these tables and benches is a 
large mirror, the purposes of which it is quite unneces- 


sary to mention in detail. By sitting on the benches: 


the customer can inspect the merchandise in comfort 
and leisure. Small tables are available which can be 
placed near the benches, and here the merchandise can 
be spread out and displayed to the customer in a fine 
manner. A telephone is handy, if the customer desires 
to use it. If the customer desires more privacy, a 
screen of wood, surmounted at the top with a border 
of stained glass of geometr:cal design, can be wheeled 
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up, insuring the ideal of the management to supply the 


' customer not only with merchandise but with service, 


comfort and ease. 

Another interesting fixture is a rack which is sup- 
plied with rods on which-the silk can be placed in rolled 
bolts and unwound as desired. In the center of the 
room there is a double rack of the above type which 
holds forty rolls. On the right side wall, near the front, 
is another set of single racks which also hold forty 
pieces of silk. The wall rack is used exclusively for 
velvets. The rolls on the rack allow for rolls as much 
as six inches in diameter. 

For the display of chiffons and georgettes still an- 
other type of fixture is used. Two counters have been 
built of a box-like arrangement, about 12 feet long and 
18 inches deep. Only the top is covered with glass. 
The inside is divided into four sections, and in these 
the bolts of goods are placed and arranged according 
to color and material. The glass on the top moves at 
a touch, so that any particular piece of goods can be 
brought out almost as easily as if it were on an open 
shelf. The dustproof portion of this fixture is, of 
course, the feature. These two counters will hold in 
all some 400 pieces of material. 

Materials for evening wear are under a series of 
glass enclosed shelves at the rear of the right side of 
the store. In connection with these materials, a little 
“dark” room has been built. This is to give the custo- 
mer an idea of how the material will look under arti- 
ficial light or at the dinner or in the ballroom. As an 
aid to customers in picking out materials, a series of 
designs have been prepared by an artist. These show 
various materials as worn by models. -The work is 
done in both pen and ink and water colors on cards 
about 14 by 16 inches in size. A customer who is un- 
decided about what material or design, can run through 
these cards and find already visualized the idea for 
which she has, perhaps, been searching. 





BERT SMITH BECOMES PUBLICITY DIRECTOR 


The Rose Company, Wheeling, W. Va., announces the 
appointment of Bert Smith, well-known displayman to 
the office of publicity director. Mr. Smith was recently 
engaged in display work at Huntington, W. Va. 





L. E. TOURJEE NAMED HIXBIE DISPLAY HEAD 

_ L. E. Tourjee, display manager for Stewart & Company, 
specialty shop, Fifth Avenue, New York, has accepted a 
similar position with the Hixbie Company, women’s spe- 
cialty store, Fifth Avenue, New York. 


PATTON’S DISPLAY HIGH CLASS 


John R. Patton, display manager for L. S. Ayres & Co., 
Indianapolis, gained new laurels for himself and, his store 
through his unusually powerful merchandise showings 
during the fall opening season 








Carl W. Blank, for several years) in charge of displays 
for the S. S. Kresge Co., Detroit, has resigned. He will 
enjoy a vacation in California before resuming display 
work. 
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Pacific Coast Display Activities 
House of Carman one of finest women’s specialty stores in Northwest 
—Fall displays mast pretentious and beautiful seen on Pacific Coast 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 










—e—1L the Pacific Northwest, and especially the 
va “Queen City,” Seattle, Washington, is justly 
ee proud of the home of the “House of Carman.” 
A store of luxurious simplicity and dignity of furnish- 
ing and appointments, carefully planned for the needs 
of women buyers in ready to wear garments, is now 
located in the new five-story building at the corner of 
Fifth Avenue and Pine Street, Seattle. 

~ The first floor, which is designed for the millinery 
and fur departments, resembles a salon of the Louis 
XIV period. The color motif of the entire decorative 
scheme is accomplished by subdued fuchsia carpets and 
velvet upholstery, rich English walnut cases and fur- 
nishings, which are accentuated by the soft ivory wood- 
work and finishings. Long panel mirrors line the walls 
of this first-floor room, the feature of which is the use 
of many-sided glass display cases, paneled in dark wal- 
nut and decorated with hand-carved polychrome head- 
ings. These cases, which were designed by Mrs. Car- 
man herself, are movable and so situated that they can 
be arranged at the side of the room, transforming the 
room into an auditorium or little theater. 

Winding stairs from the balconies on each side of 
the main salon and merging on to a graceful landing 
form the stage where it is planned to hold fashion 
shows and special displays. Each night a display is 
placed here and in the center aisle. With the added 
attractiveness of colored spotlights, this makes the in- 
terior of the store a place rarely excelled by stage 
settings in our finest theaters. 

On the second floor, which is given over to suits, 
skirts, waists and sweaters, the main reception area is 
surrounded by French paneled stock cases finished. in 
ivory. Two display cases of glass and a charming gar- 
den display case at one end of the room, adds color to 
this section, which is furnished in ivory with fuchsia 
velvet hangings at the windows. 

The third floor, the gown section, while it carries 
out the same neutral and rich colorings, reverts to the 
Italian Renaissance for its inspiration. Carved Italian 
tables and chairs, upholstered in rich tapestries of beau- 
tiful neutral tones, are enlivened by changeable orchid 
drapes. The outer portions of the floor facing the win- 
dows are lined with display rooms, furnished in carved 
ivory, with glass panels. The fourth and fifth floors 
are given over to a luxuriously appointed and complete 
rest room, the fitting and alteration rooms and offices. 

Throughout the entire building the windows are 
covered with panels of appliqued net designed to serve 
as a screen and still admit the light. The outer display 


windows of the “Carman Shop” are especially beauti- 
ful, well arranged and commodious. The floors and 
background are of genuine Italian travetine marble. 
The exquisite silk draw curtains and valances add just 
the proper finish to the windows. 

It is, no doubt, of much interest to members of the 
display profession and old friends to know that Mr. 
E. R. Merriwether is superintendent and supervisor of 
displays for this most unique, charming and exclusive 
women’s apparel shop. Mr. Merriwether was formerly 
in the display department of Wanamaker’s, of Phila- 
delphia, Pa., and also in business with C. H. Barnes in 
Yakima, Washington. 

In Seattle, Washington, the display windows for 
Grote-Rankin Co.’s autumn exposition of women’s 
apparel were unusually beautiful and attractive. Mr. 
Ralph Pfister, the display manager, used for the back- 
ground of his large corner window silver gray silk 
velour, against which were two large carved wood 
panels finished in dull silver and black with high lights 
of bronze and dull Chinese red. The two large doors 
in the background and small blocks at the base were 
wood carved in the same beautiful eolor scheme and 
design. The floor of the windows was of twelve-inch 
by twelve-inch black floor blocks. In the center of 
each was a sunburst of bronze. The central figure of 
the window was a beautiful wax figure dressed in a 
formal gown of white satin and pearl beads. Great 
banks of natural gladioli in pastel tints and natural 
ferns completed the most exquisite and attractive win- 
dow. In the other windows, which displayed garments 
for afternoon wear and blouses, Mr. Pfister carried 
out much the same idea with the use of the unusually 
attractive and unique carved wood panels of Chinese 
design. 

The annual Fall Fashion Show at MacDougall- 
Southwick Co., Seattle, Wash., was an epoch-making 
event. Twice daily, at 10:30 and 2:00 p. m., exquisite, 
colorful and exclusive gowns, as well as warm and ser- 
viceable garments for outdoor and sports wear, as ap- 
proved by the designers of New York and Paris, were 
displayed on living models. The fashion exposition 
was under the supervision of MacDougall-Southwick’s 
well-known display manager, Dave Starr. The displays 
in place at this time were of the dignity, distinctiveness 
and simplicity of design and character typical of Mr. 
Starr’s unusual skill. 

Another new store, of which Seattle is very proud, 
is the Men’s Boot Shop, recently opened by Al. Neeb- 
ling. Mr. Neebling has, for some time past, been man- 
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ager of the Florsheim shoe stores of Seattle. Every- 
thing about the new store on West Lake Street has 
been selected, planned and designed to meet with mas- 
cul'ne approval from the service men like and the foot- 
wear they desire to pleasing their eye as to beauty of 
furnishings throughout. 


The display windows and entrance to the store are . 


unusually distinctive and dignified. The backgrounds 
of the windows are wood carved, finished in satin 
walnut with polychrome colors and gold in the design. 
The unusually beautiful wood valances and even the 
display fixtures, both of which are of wood carving, 
are of the same beautiful design and finish. The in- 
terior furn:shings and fixtures of the store are also 
finished in walnut. Every one feels that the new Neeb- 
ling’s Men’s Boot Shop is indeed of the very finest in 
the west. 

Boise, Idaho, proudly boasts of be‘ng the only city 
of its size in the United States which can support an ex- 
clusive men’s hat store, and it has been necessary for 
Mr. E. Zimmerman, proprietor of “Zim’s” Hat Store 
of Boise to change the location of his business six times 
in fourteen years to accommodate the ever increasing 
business. The sixth and last move gives the business 
a splendid location as well as a commodious modern 
store building. The interior has been rearranged and 
redecorated. Tiffany decorations are used on the walls 
and ceilings. Mahogany and plate glass show cases and 
other fixtures blend to perfection with the color scheme. 
The natural mahogany-fin:shed display fixtures, which 
are of a dignified masculine design, aid so much in the 
arrangement of displays for the new store. The win- 
dows and entrance of the store was carefully planned 
to give just enough, but not too much, space for attrac- 
tive displays for a store of this type. 


The great, big, wonderful, real “toy” circus on 
October 6 to 12 was the most notable event at the J. W. 
Robinson department store during the past month. The 
crowds which thronged the fifth floor on these days, 
when the circus was held, and the constant stream of 
adm'rers of the windows from the Seventh Street en- 
trance to the Hope Street entrance, were not just eager 
kiddies, nor fond mamas and daddies, but also many 
grown-ups, whose audible wish was, “Oh, if I just had 
some one to buy toys for.” 

Three of the display windows, alternating with dis- 
plays of toys, contained life-size wild animals. In one 
was the mammoth grizzly bear. To the youngsters it 
seemed even more than life size as he nodded his head 
and opened his mouth so wide. In the other two were 
the rhinoceros and the hippopotamus, which looked so 
fierce. Mr. Pettit, the display manager atranged the 
window to appear as if the animals were in their native 
home. This was done by canvas drops for the back- 
ground and wings, much as a theatrical stage is ar- 
ranged, representing trees, rocks, etc. The windows 
for the “hippo” and rhinoceros_represented the jungle, 
with waters and tropical plants. The “jungle moon,” 


which was managed by lights from behind the drops, 
as well as different colored spots from behind the wings, 
gave the display a wonderfully natural appearance, with 
all the fascination of the tropics. The background for 
the bear was rocks, mountains and the tall pines of the 
northern forests. This, too, was made into a gloriously 
attractive picture by the aid of colored spot lights. 

The other windows in place at this time were well 
arranged toy displays. In the one which contained toys 
attractive for the small boy, a mechanical polar bear 
stood proudly beating the drum. In another was a life- 
size camel, upon whose back rode a mischievous mon- 
key. Another window contained dolls and all the doll 
accessories which would more than delight and satisfy 
the wishes of the tiny Miss. In the background of these 
windows Mr. Pettit used as ornamentation large tinsel 
Christmas wreaths with mammoth red ribbon bows 
and large papier mache Santa Claus faces as plaques on 
the walls. 

The windows of Hamberger’s department store, Los 
Angeles, where Mr. Carl Ahlroth is display manager, 
are always of much interest to every one, and have been 
indeed holding true to this standard during this past 
month. The large corner island windows have been 
made very attractive by the erection of two large imita- 
tion caen-stone pillars and imitation stone floor. In this 
window Mr. Ahlroth has a beautiful light upon a 
marble standard. Some exquisite garments of differ- 
ent kinds, beautiful millinery and furs have been dis- 
played in this window. Ina number of other windows 
the stationary mirror backgrounds have been used this 
month. The Hamberger department store is being 
extensively improved and altered throughout the in- 
terior, with many changes in department locations. The 
new Broadway entrance is now finished, and aside from 
being much larger, it is indeed much more beautiful, 
giving a more impressive appearance to the exterior of 
the store. 

A display of interest to many was the anniversary 
window at Coulter’s Dry Goods Company. In the back- 
ground was a sketch of the corner of Seventh and Hill 
Streets, showing Coulter’s store in its first location 
more than thirty years ago. The first ledgers, yellowed 
with age, showing a daily receipt of $7.00 for the first 
day’s business, were indeed very interesting to all. 





RANDOLPH LEAVES O’BRIEN-JOBST 
William J. Randolph, for several years in charge of dis- 
plays for O’Brien-Jobst, Peoria, Ill., has resigned and plans 
to become affiliated with a big St. Louis store in the near 
future. 





NEW POSITION FOR H. B. YOUNG 
Harry B. Young is now in charge of the display depart- 
ment of E. B. Colwell Company, Charleston, Ill. He was 
formerly employed in Monmouth, III. 





The Joseph Horne Co., Pittsburgh, has recently in- 
stalled a revolving sign that spells out sentences and is 
visible at a great distance. 
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“Timberlake” Colored Light Screen 


Lowest Priced Screen on the Market 


Colored lighting effects 
now possible at moderate 
cost, by using our reflector 
screen No. 754 as shown. 


Fits almost any shape of 
reflector up to 10-in. diam- 
eter. Adjusts instantly to 
different shapes and sizes. 


Takes 10-in. x 10-in. col- 
ored gelatine sheets in red, 
For. green, blue and amber. 








“4 


Patent Applie 


Price per dozen for re=- 
flector screen only, without 
gelatine sheets, $7.20 doz. 
Gelatine sheets, red, green, 
blue, amber, $1.0@ doz. Price 
F. 0. B. Jackson, Michigan. 


We also manufacture a line of Weight- 
ed Base Price Card Stands, T Stands, 
etc., high quality brass covered bases 
and solid brass tubing uprights. at very 
moderate prices. 


Send for our catalog No. 35, showing 
complete line. 


J. B. Timberlake & Sons 


JACKSON, MICH. 


















































a SOLE MFRS. 
No. 800 Store Display Fixtures, Sheet Metal and 
Price Card Stand Wire Specialties 














Wax Figures 


by an Originator 


Gustau Schmidt 


We make on order only 
Prices from $200 up 


We don’t sell figures through 
competitors 


Display Pieces a 
Specialty 


You needs given consideration 
Let us hear from you 


Gustav Schmidt & Sons 


Established 1886 


1201 E. 55th St. Chicago, Ill. 


A Credit to the Industry 


Almost miraculous growth in size and prestige 
of the Schack Company attributable to the 
faith and genius of Joseph Schack, its founder 


By E. A. M. 


ROM the smallest of small beginnings to a largeness 
F almost unbelievable in the history of the display in- 
dustry has been that of The Schack Artificial Flower Com- 
pany, originated by Joseph Schack in 1892 in the smallest 
conceivable manner, without machinery, without any of the 
late labor saving devices, in fact without anything of the 
present day business necessities. 

The only capital that Joseph Schack had at the be- 
ginning was a great dream, a wonderful conception, which 
then in his crude way he lived and breathed, only to carry 
to a successful conclusion—to make flowers, to make that 
which is beautiful, to reproduce nature, to give the world 
an epicurean smile, creating artificial flowers so that they 
could not be told from the real, the beauties of nature— 
that was the dream of a young German boy, scarcely ac- 
climated to the country of his adoption. 

But as Henry Clews, the dean of the banking world, 
said in a lecture to young men at a college commence- 
ment when he stood before these thousands of bright 
young men who were going into the world to carve their 
names on the walls of fame, “Whenever I have a young 
man in my employ who ceases to dream dreams or build 
castles in the air, then I know that man has lost his 
youthfulness.” 

No neophyte could have taken those words of Mr. Clews’ 
more to heart than Joe Schack, as he was then known, 
and is still called by his multitude of friends and the host 
of fellows that know him. Success has never made him 
otherwise than a desire to be Joe to all the people that 
knew him then and know him now. 

He dreamt dreams, he built castles in the air, his strug- 
gles were many, and sometimes his head was bowed with 
grief, but the indomitable will of the young artist (for 
Schack is an artist) could not be crushed, and he fought 
and fought until from the smallest of spaces in 1892, then 
to a larger place in 1895—not much larger, but still larger, 
growth at first came slowly. Joe Schack thought he had 
accomplished something. In three years he had made 
wonderful strides. 

Then he never thought that the realizations of his 
dreams could ever materialize, but he dreamt on, worked 
on, fought on, and in 1898 again a removal to a larger 
place and larger business, and then he again dreamt and 
fought and struggled, and then competitors sprung up 
here, there, everywhere, who saw what a young artist with 
a giant brain and a Chicago motto “I will” had done, and 
as competition came Joe Schack fought only the harder, 
and his slogan was “The best that I have, the best that I 
can give, I will give to my clientele,” and that has been 
his motto, that has been the foundation of his success— 
to create, to give, to do just a little bit more than anyone 
else, to never follow, to lead onward, upward always. 

Joe Schack has never faltered, and in 1914 when he 
again was compelled to take larger quarters the whole 
artificial flower and decorating world loomed up and said, 
“How does this man Schack do it. He just jumps ahead 
by leaps and bounds,” and competition which is the incen- 
tive to good trade can also be bad competition, and which 
was a detriment to the integrity of the business, used 
many methods to destroy the prestige of Schack and 
Schack’s Artificial Flower Company, but Joe Schack never 
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New Building of Schack Artificial Flower Co. 


wavered; he had hewn out his path straight as an Indian’s 
trail; he started in at the beginning and followed it, and 
now at the end of the year 1923, when his business had 
outgrown even the very large buildings that he now occu- 
pies, when he was compelled to seek additional and larger 
quarters and he had to have just such and such a kind of 
a building not easy to find, but again Schack’s indefatigable 
will, that spirit that brushes all obstacles aside said, “There 
is such a building to be found in Chicago, and I will find 
it,” and he did. 

It is located at the corner of Robey Street and Park 
Avenue, which is one block from the Lake Street Elevated 
Station, corner Robey, eight minutes from the loop. It is 
a three story, beautiful brick building on a corner, light 
and air from all sides, a daylight factory beautifully con- 
structed and so built that it fulfills every requirement of 
the Schack Artificial Flower Company. Sie 


It comprises 35,000 square feet of floor space. Think 
of that, 35,000 square feet and every inch of it will be oc- 
cupied in making the best, the most true to nature of na- 
ture’s products and all other requirements, whether willow 
or wood, silk or cotten, velvet or paper, everything that 
may be required by the displayman or decorative artist. 

After January 1, 1924, when the Schack Artificial Flower 
Company will be in their new quarters, it will undoubtedly 
be the handsomest, the largest and the most complete 
manufacturing plant of its kind in the world. The world 
means lots of space and it is a big word, but we mean just 
what we say—of its kind the largest in the world. 


Then please stop and think what an inspiration this is 
for youth. Let your sons read this. As a young man 
without a knowledge of English, with only a slight foreign 
education and an immigrant to this country, the melting 
pot where all men when born alike and have like opportun- 
ities, Joe Schack with his artistic temperament, his dreams, 
visions, looking into the future, built castles first with 
sand and then with pebbles, than with smaller brick and 
then with rock, until now he has built upon a foundation 


as strong. as Gibraltar, and he stands on God’s footstool 
and says, “I owe my success to living up to my visions, 


fulfillment of my promises, the love for all that is beautiful, 
and my desire to please my fellow men, and to broadcast 


joy. 

There is no limit to the success of any man who be- 
gins with a foundation of honesty, and integrity, and builds 
upon them, and therefore, Joe Schack and his artificial 
flower company are synonymous with the greatness of the 
present and the wonderful possibilities of the future. 

The growth of the Schack Artificial Flower Company 
is in a large measure due to the displayman, to the decor- 
ative artist, without whose aid, without whose help, with- 
out whose encouragment the Schack Artificial Flower 
Company could never have grown to its present greatness. 
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Shoe Stand Shirt Stand 
No. 1782-S No. 1703-S 


Fixtures for the Merchant Who 
is Thrifty 

We make only wood display fixtures. 

Before buying any more fixtures we sug- 

gest that you get our catalog and compare 


styles and prices. We know we can save 
you money. 
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Artistic Wood Turning Works 


Successors to Polay Fixture Service 


Chicago, IIl. 


529 N. Halsted Street 

















~ make Better Show Cards 
and make more money 


-improve your ability 
~increase your speed — 


modern alphabets 
and modern lay-outs 


from practical show card 
writers ~men who are 
actively engaged in this 
pleasant, profitable profession. 


Our modern course is complete 
in every ect ~instructs you 
in every shite of the profession 
from the fundamentals to the 
finished product — of equal 
benefit to the beginner anc. 
the man already writing cards 


Guaranteed Instruction 
Visualized with the*Motiograph” 
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Schooly Lettering 


Standard Bildg— Rogers Park, oy I 
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Ch —Iilino 


—4 department of the , P 
Show Card Service \ypo” 
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How to Make Effective Show Cards 


Inspirations for show cards spring from merchandise on display 
—Strongest selling appeal must be ascertained—A few examples 


By B. A. RAINWATER 
Master Show Card Writer, St. Louis, Mo. 
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“HE source of inspiration for show card or any 
ra) S other form of advertising springs from the 
€) | merchandise which we are going to sell. Don’t 
get that mistaken idea that you are “just trying to 
print a nice card” or “set up a nice ad.” Have as your 
first thought “What can I say and how can I put it in 
print, so that it will have the strongest selling appeal ?” 
Many are the considerations to be made in preparing 
all the material necessary for the right presentation of 
this subject. 
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Card Made With Three-Pointed Music Pen 


To the exper‘enced man his decision is as quick as 
lightning ; he knows the firm’s general likes, their dis- 
likes, the class of trade they are trying to win. He has 
a thorough knowledge of the merchandise, and last but 
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The Square Nib Lettering Pen OneStroke Finish 
1934567890 42 35 5i2 9% 78 


not least, he knows the kind of show card he is going 
to write and has carefully we:ghed what he is going to 
say on it. After the card is finished he places it in the 
show window, where it serves as an enhancement to 
the display and a compelling force in stimulating sales. 


Our Shoes are Priced 
to win cusromers 


and Built to Keep them. 
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Flat Pen Used for Heavy Strokes 


Enthus‘asm is just the beginning of experience 
often found in an individual who has just decided to 
develop whatever talent he thinks he has been blessed 
with. I will say that in the development of the lettering 
art, if you think you wish to learn ‘t, much of your 
progress depends upon the class of pens, brushes, inks 
and paints selected. In The DISPLAY WORLD you 
will find such guidance necessary in the advertisements 
of all the best materials, and where you will also ob- 
serve the best advice in this form of advertising. 


STUVURKYZ 


Lesson in Square Nib Pen Lettering, One-Stroke Finish, by B. A. Rainwater, St. Louis, Mo. 
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Good Work! 


Better Work! 


BEST WORK!! 


Be satisfied only with the best! You have the talent, we have 


the “‘tools.”’ 
every time. Investigate 


ont 


The combination will give you the best work 


TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES’ 


which you will4ind illustrated and described in our complete 










CATALOG No. 10 


Read of the 15- -year success of this famous line. Learn how this business 
has grown from city-wide proportions to national, and international! Note 
how we co-operate with you toward the end of mutual success. 

You WILL want to joint the ranks of more than 25,000 users of “Perfect 
Stroke” Brushes and Supplies. Write us this very day! 


BERT L. DAIL 


126-130 E. Third St. 
Dayton, Ohio 

















In these monthly articles on lettering you will even- 
tually become possessed of certain facts that will set 
you squarely on the track for a good beginning. 

Is it best to exhibit to students of lettering the ordi- 
nary or finest examples of cards? The student brought 
up midst objects of beauty is not likely to seek ugliness. 
He is protected and endowed with higher ideals, thus 

















ate One-Stroke Letter, Flat Pen; 3-B, Single Stroke 
with Flat Brush 


you become proficient as your understudy is of the 
use of letters. Visualize the card you are about to lay 
out with charcoal, picture the weight of lettering for 
the subject, the weight of type for center unit, and 
proper spacing; also the weight of stroke or color to 
give the price. 





Cut No. 1 shows the work of the three-pointed 
music pen. Both in lettering and in script this is a 
wonderful pen, because it gives you connecting hair- 





Card Made with %-Inch Flat Stroke Brush 


ines to the heavier shaded strokes, especially when 
using show card colors thinned with water. 

When heavier strokes are required the larger flat 
stroke or broader pens are used with the same colors 
shown in No. 2. Best stroke results are obtained by 
using something shallow to hold the thinned color. 
Instead of dipping the pen directly into a bottle, use 
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COLORED BRONZE POWDERS 
For Window Store Decoration 









BRONZE POWDER 


emmtarn cncennsesenes cate rnen es oes 


Geo. E. Watson Co. 
G2 W.LAKE STREET. 
CHICAGO iLL 


ALE GOLD !000 


PAINTS, OILS AND 
VARNISHES 


SANdINS SUBLNive 
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Nothing livens and dresses up the window and 

store display like bright colors of Bronze Powders, 

Flitters, Metallics, Frostings and Diamond Dust. 
GOLD BRONZE POWDER 

Pale Gold, Rich Gold, Deep Gold, Green Gold, Karat Gold, 


Roman Gold, Mat Gold, Vernis Martin, and Copper. 
Per pound, in ounce papers, $1.80; per ounce, $0.15, 


COLORED BRONZE POWDERS 


Lemon Mahogany Antique Green Carmine 
Brass Maroon Peacock Blue Orange 
Orange Mat Green Brown Chocolate 
Fire Apple Green Crimson 


These are used for all decorative purposes and coloring 
dried flowers and grasses. Put up in ounce papers, Sample 
card free. Per pound in oz. papers, $2.25. Per ounce, $0.22. 


FROSTINGS AND MICA 
Frosting is in flakes like snow. Diamond Dust is the 
same ground fine. Used for producing snow effect on 
how Cards and Decorations. perth, Per oz. 


Frostings, -white,.in flakes.<:..<.....sc:cssceccesd $0.55 $0.05 
Diamond Dust, white, powdered.............05- 55 05 
Powdered Mica, white, flakey............seee0. 30 05 


Send for complete Catalog of Brushes, Colors, Etc. 


GEO. E. WATSON CO. 


62 W. Lake St. “The Paint People” Chicago, IIl. 
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"—demand cresceNT )) BRAND 


There is a_ well- 

defined impression 
S \e among both Artists 
and users, that each 
grade of Cardboard 
made by the Chica- 
go Mat Board Com- 
pany is as good in 
every way, and a 
little better in some 
ways, than others of 
its class—so that if 
you buy a Crescent 
Brand Product, you 
are pretty sure to get 


a little more value 
than you pay for. 


ae 


Crescent Brand is 
a long time favorite 
among Cardboard of 
moderate price— 


‘ol Good Strength and 
“Snap,” together 
with our Prompt 
Service and Prices, | 
all combine to make 


Crescent Brand a 
good Board to use. 


CHICAGO Yat Boar COMPANY 











64-670 West Washington Boulevard 
CHICAGQ = ©“ _ ILLINOIS | 
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Neat Card Suggestion for Interior Use. 


a spoon, for instance, which will enable you to lay your 
pen in the color. Move the pen horizontally, which 
action will give you better results in the color flowing 
from the pen. In this case, if the color doesn’t seem to 
flow easily, add a drop of water. 

Card No. 3 serves to illustrate a parallel effect show- 
ing that flat pens make the same stroke effect as flat 
brushes do. 3-A is a one-stroke letter with a medium 
size flat lettering pen. 3-B is a one-stroke letter with 
half-inch flat brush. 

Card No. 4. The very practical quarter-inch flat- 
stroke brush was used for the heavier lettering in com- 
bination with a flat pen, medium size, for smaller let- 

































































Attractive Title Card. 


tering. I might say that the lettering is not out of the 
ordinary, but it’s the spacing or layout that is of great- 
est importance. 

Card No. 5 presents a suggestion for a store anni- 
versary interior sign, and the same style of lettering 
could be used for newspaper advertisement headings. 
This is a special designed outlined letter filled in. The 
shield-shaped sign is cut from wallboard, coated first 
with alabastine and then lettered. 

Card No. 6 is a sporting goods window card. Note 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 





























1 No. 12 Pure Sable Rigger $ .90 
1 No. 8 Pure Sable Rigger See $0 
1 No. 6 Pure Sable Rigger 35 
2 2-Ounce Water Color (Red & Black)-_------ 50 
1 Razkut Card Cutter 25 
1 Show Card Instruction Book—FREE 

TOTAL VALUE. $2.50 

PEN OUTFIT FOR $1.00 

1 Set Speedball Pens $ .50 
1 2-Ounce Speedball Ink 25 
1 Speedball Instruction Book 15 
1 Double End Penholder 15 
1 Set (12) Round Writing Pens__---..----_-_- .20 

TOTAL VALUE $1.25 





These Outfits will be Sent Prepaid 


OArthur CF. dioerauf @Co. 
Sign & Show Card Supplies 

525 Woodward Ave. Detroit, Mich. 
Send for Illustrated Catalogue 














HURTOCK 3S 


pe FINISH 


SHO CARD B 


SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : SEND FOR YOURS: 




















HURLOCK BROS.COMPANY ine. 
3436-38 MARKET STREET 
PHILADELPHIA 

















that nothing is said about guns, decoys, camp outfits, 
etc. All these are displayed in the window; some have 
price tickets on. This kind of card for this display is 
a “title card.” The flying ducks are simple one-stroke 
sketches, quickly drawn with the music pen. “Fall 
Sports” are outlined letters made with a square nib 
speed lettering pen. As a suggestion for Thanksgiving, 
the ducks on this card, if enlarged to different sizes 
from twelve to twenty-four inches, in colors and made 
in form of cut-outs, would serve as strong attractions 
in a rustic display. 





H. B. O'NEAL IN NEW POSITION 
H. B. O’Neal, formerly of the display department of 
Gloyd-Halliburton Oklahoma City, Okla., is now directing 


display work for the O’Donnell Dry Goods Company, Mus- 
kogee, Okla. 





E. H. GYER STUDIES ART IN NEW YORK 


The many friends of E. H. Gyer, who has for some time 
been first assistant to Bert Cultis, of Rhodes, Inc., Tacoma, 


Washington, will be glad to learn that he is now in New 
York City, where Mr. Gyer will continue his studies at 
art, specializing in oil painting. It will be recalled that 
Mr. Gyer has received many honorable mentions on his 
work from the Tacoma Fine Arts Society. 





F. J. WEAR SELECTED FOR W. L. LEMON POST 

F. J. Wear has been selected to direct the displays for 
the new store of W. L. Lemon, Inc., Yakima, Wash. The 
store was formerly known as the Applebaum Clothing 
Company. 





DISPLAY CHANGES IN BOISE, IA. 


L. J. Bell, who has, for some time, been display manager 
for Golden Rule Department Store, Boise, Idaho, has ac- 
cepted a similar position in Phoenix, Arizona. A. A. 
Hamilton, from Miles City, Montana, succeeds to the dis- 
play post at the Golden Rule. 





F. W. Gabler, formerly assistant to George Simpier, of 
Olds Wortman & King, Portland, Oregon, is now with 
West & Seigrist Dry Goods Co., La Grande, Ore. Mr. 
Gabler is in charge of interior and window displays. 








XMAS DISPLAY CARDS 


WRITE RIGHT NOW ov pices wit save tou toney 


DICK BLICK CO. — BOX 437D — Galesburg, Ill. 
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VALUABLE WINDOW 


Have you personally proven the new 
“law” that the show window at the 
right is more valuable than one at the 
left. What is your experience? - 
Nat-Mat Cardboards will effec- 


tively augment your window dis- 
plays. Our sample book is gratis. 


National Card, Mat & Board Co. 


Manufacturers - 
Chicago, Ill. 


i YOUR MOST 





4318-36 Carroll Avenue 









































VALANCES 





OUR SPECIALTY 
Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
FINDLAY, OHIO 
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| SEEN AND HEARD 


By Jaymes Wiltham Martyn 














The Right Man For a Big Job 
The I. A. D. M. is to be congratulated in having 
a man the type of Clem Kieffer, Jr., at the head of 
the 1924 Convention Committee, and President 
Cronin, who made the selection, to be complimented 
on the judgment and wisdom exercised in the ap- 
pointment of Buffalo’s display leader. 
* * * 
Signs of the Times 
This sign has been observed in a photog- 
west side: 


Must be 


rapher’s window on Chicago’s 

“Babies Reduced to $4 a Dozen.” 
quiet season for the poor old stork. 

ee oe 

A Record of Achievement 
Herman Frankenthal, that “grand old man,” is 
credited with the longest continuous service in the 
display profession, having contributed over fifty 
years of successful accomplishment. The last quarter 
of a century has been spent at the head of B. Alt- 
man’s display department in New York. When one 
refers to another’s service in terms of half centuries, 


be no spring chicken. However, Mr. Frankenthal 
is going just as strong as ever and there are few 
men in the profession accomplishing the distinctive 
results that, in their frequency, have become rather 
commonplace in Mr. Frankenthal’s routine. 
ee 
Mistaken Identity 
A New York traveling salesman arrived late 
at night in a small Southern town where a 
group of silent men were waiting the arrival 
of a secret agent of the Ku Klux Klan. 
When the drummer stepped from the train 
a man detached himself from the group, went 
up to the drummer and said: “Ku Klux?” 
“No,” was the reply. “Klux and suits.” 
—Atlanta Constitution. 
Wa tee 
Politicians Not Needed In I. A. D. M. 
We note the absence of certain names from the 
new Official executive roster of the I. A. D. M., and 
cannot refrain from the thought that Jack Cronin 
is not going to be directed or influenced in his asso- 
ciation activities by a few men whose greatest con- 
tribution to the organization has been that of sug- 


gestions of a purely political nature. 
o 28 








A Business Man Says Grace 

The correspondent of a large business con- 
cern had been invited to dinner by a friend. At 
the table the host asked him to say grace. It 
was a new experience, but he was not to be 
found wanting: 

“Dear Lord, he began, “we thank Thee for 
all favors of recent date. Permit us to express 
our appreciation for Your courtesies and be 
advised of our intention to continue to merit 
Your confidence. Trusting that we shall re- 
ceive more blessings from You in the future, 
Amen.”—Store News (with revisions). . 














quarter centuries, etc., it appears that the latter must | 
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We Never Were Keen for Figures—Some Kinds 


Sid Kling says he turned over to the I. A. D. M., 


following the Chicago, 1922, meeting, the sum of 
$2,500. That’s fine Sid, but for a little hitch in the 


plans, your excellent record would have been wiped 
into insignificance during the Cleveland meeting. 
That is, it would have been if the returns anticipated 
were actually collected—and aeposited with the I. A. 
D. M. treasurer. 

* OK * 


The Flirt Defined 


A flirt is a girl who carefully shuts her eyes 
to her past, opens them for the present, and 
carelessly opens and shuts them for her future. 

—Team Spirit, Brager of Baltimore. 
PS a 


Introduced Unit Idea In Women’s Displays 

To D. W. Moyer, whose displays for Charles A. 
Stevens Bros., Chicago, gained attention from mer- 
chants all over the country, belongs the credit of 
introducing in Chicago women’s specialty shops, 
the unit idea featuring beaded bags, toilet items and 
other accessories. Mr. Moyer carried this method 
of arrangement to corsets, lingerie and even wraps 
and evening gowns. Mr. Moyer, by the way, is now 
creating unusually striking display effects for 
George’s, women’s specialty shop, State Street., 
Chicago. 

oe Se 
That’s Ours Too, John! 

My idea of a good, long shot, is a big drink 
of pre-Volstead liquor.—John Mendell. 

* * * 


All Wrong, Ed., All Wrong! 


Ed. DeG—. You are wrong. C. J. Nowalk has 
never been employed by any of the stores mentioned. 
During the period to which you refer he had with- 
drawn from the Economist School, and was selling 
ink powder. Later, he went to Menominee, Mich., 
where he served a few months as advertising and 
display manager. His most recent display position 
was with Madigan’s, West Madison Street, Chicago. 

Ae ee 
Ever Get Struck By One? 


Are ideas substance? We'll bet that if they 
ever struck certain people we know there'd be 
a catastrophe. 
* * * 
Again We Say, Let’s Make It Function 

J.B. L. wants to know the duties of the Speakers’ 
Bureau of the I. A. D. M. He says he attended, as 
a factory representative, thirty-two merchants’ con- 
ventions and conferences last year, but failed to see 
or hear any speaker affiliated with the I. A. D. M., 
or anyone who mentioned that organization. 

* ok * 
Cleveland, St. Paul, Cincinnati, Take Notice 

This writer will bet his newest Manhattan, $2.95 
shirt that Buffalo has one displaymen’s club that 
won’t bust up after the convention. Looks like these 
here conventions are too, much for some city clubs, 
though our guess is that said clubs never did take 
the organization seriously enough. Nothing much 
can be accomplished without some preliminary plan- 
ning and.a certain appreciation of responsibility. 
That goes for everything, too. 





Destroy Public Confidence 














What the “Passerby” 
Thinks of you 9 
or Your Store ¢ 

largely depends on your 


Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 





A Paasche Did It! 





A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ‘““Tomorrow’’ Customers! 
WRITE FOR CATALOG 


Salache Kip Suh Co. 


1902 DIVERSEY PARKWAY CHICAGO 


Makers of Air Brushes—Accessories, Acknowledged the BEST. 

















TA caged 


Pahttls 6a & 
your 
request 


SHOW CARD 
WRITERS 
SUPPLIES 


Address: Supply Dept. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


24 Years of Service 
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THEODORE KAHN 
Prest. & Gen’l Mgr. 


155 West 29th Street 
New York City 


Phone, Pennsylvania 2288 


Decorative Effects, Drap- 

ing and Scenery for Show 

Windows, Fashion Shows, 

Booths and for  Exhi- 
bitions. 


Original Ideas and Designs 























No. 5681—Holly 
Wreath. 


Natural prepared, 
everlasting, fire- 
proofed, with bow, 
holly berries and sil- 
ver effect. 


Per Dozen 
$10.00. 








No. 5769-11—Areca 
Plant. 


> 
Natural prepared, 3¢ & 
inches high, with 11 
leaves and pot. 


Complete, $3.50 
Per Dozen 


$35.00. 


SSN 


\\\ {I 

WU F 

Write to-day for our XMAS CATALOGUE No. 5, with illus- 

trations in colors of Artificial Flowers, Plants, Vines, etc., 
mailed FREE FOR THE ASKING. 


Frank Netschert, Inc. 
61 Barclay Street New York, N. Y. 




















Sell Store to Public 


(Continued from page 32) 


Retailers’ Association as the vehicle for coordinating 
the various groups over the country, each group retain- 
ing its present integrity and acting with the others only 
in respect to the national advertising phase of our pro- 
gram. ‘This representation will be on the basis of one 
man from each local association, with voting power in 
proportion to the money’ paid in by his city. We will 
have a clear cut, definite advertising campaign to put 
on in the local papers at a minimum of cost, and follow 
this by a national campaign in the leading periodicals. 


- The cost of the campaign in each city will be carefully 


studied, so that it will be effective, and the merchants 
will be asked to contribute on a very small percentage 
of their annual volume of business.” 





EARL METZGER IN CHARGE AT ZOLLINGER’S 


Earl Metzger has been selected to fill the position of 
display manager for Wm. R. Zollinger & Co., Canton, Ohio, 
left vacant when Carl H. Shank resigned to become first 
assistant to H. H. Tarrasch at Stix, Baer & Fuller’s, St. 
Louis, Mo. 





NEW INTRODUCTION BY DISPLAY MATERIAL CO. 


The Display Material Co., 191 Pearl St., New York City, 
is putting out, in addition to their “Stencilor” Show Card 
Writer, a simple device known as the “Wrico” Lettering 
Guide with which you can letter maps, drawings, charts, 
price cards, etc., without skill or practice. Every character 
will be perfectly and quickly formed, and it’s so easy that 
anyone can d> perfect work with it. Some of the char- 
acters are made with a single stroke of the pen; others 
by means of a shift button at the end of the guide. In the 
latter case the first portion of the charaeter is made, then 
a finger of the right hand is pressed on the shift button and 
the guide moved to left or right as far as the button 
permits. It is then in position for completing the char- 
acter. Grooved on the under side, the guide can be moved 
from letter to letter without smearing the ink. There are 
seven guides for making standard, vertical Gothic letters 
and numerals of different sizes from five-thirty-seconds 
to about one-half inch, and four pens to govern the thick- 
ness of the strokes. 





MORE CHANGES IN YAKIMA 


Carl Jacobs comes from David Spencer’s Department 
Store of Vancouver, B. C., to arrange displays for Ditter 
Bros., Yakima, Wash., while E. P. Darcey, of Anaconda, 
Montana, has a similar position with Draper’s Dry Goods 
Co., of Yakima. Another new displayman in Yakima, 
Wash., is P. K. Howell, of Crescent Dry Goods Co., Spo- 
kane, Wash., now with E. H. Barnes Co. 





WOMEN’S CLUB OPPOSES BILLBOARDS 


Declaring that the outdoor billboard is a menace to the 
rural beauty of the State highways the Wisconsin Federa- 
tion of Women’s Clubs has launched a campaign in 
Wisconsin the object of which is to confine billboard ad- 
vertising to the industrial districts. The chief weapon will 
be a program of propaganda designed to make goods 
advertised on billboards so unpopular with the women 
of the state that the billboard advertiser will be forced 
to respect the wishes of the women. 
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Wuerst Made $785.00 Last Season With This Line 
---You Can Do The Same This Year 


Mr. Sign Contractor, Mr. Show Card Shop Manager, Mr. Business Man, 
Mr. Sign Man, Mr. Show Card Writer, Mr. Scenic Artist, 


MR. DISPLAYMAN 


You don’t have to be a salesman, they sell themselves, Just 
show them, tell ’em what they cost, and collect. There’s noth- 
ing to it. It’s easy. Banks, Clubs, Restaurants, Tea Rooms, 
Stores, Offices, Filling Stations, Garages, Homes, and in fact 
any place where they want to show the Xmas spirit. 
WHAT COULD YOU DO WITH $100 to $1,000? 

This is Not a Dream, it is a Statement of Cold Facts! 
FIVE HUNDRED GO-GETTERS WANTED! You can do it, just make 
up your mind. If you have the ambition to make money, and are willing to 
visit prospects with samples. START RIGHT NOW! YOU can easily sell 
100 to 200 sets. Just 25 sales on Santa cut-out alone will net you $100—60 
will give you $240—100, $400—250, $1,000. 
THINK—DECIDE—ACT—DON’T PUT IT OFF—DO IT NOW! 
We are going to limit our sales effort to opening 500 agencies, so that we 
concentrate on a few and give them our undivided attention. 

This is an exclusive territory proposition. Only one representative to every 
50,000 population. Your remittance will be returned if your territory is closed. 
A SALESMAN’S OUTFIT CONSISTS OF 
1 Life Size Santa Claus, 5 feet high, cut-out, 5 colors. Value___$10.00 
1 Miniature Santa Claus, 20 in. high, cut-out, 5 colors. Value__ 1.50 
1 Santa Claus plaque, 20 in. diameter, cut-out, 5 colors. Value_. 1.50 
1 Santa Claus plaque, 15 in. diameter, cut-out, 5 colors. Value__ 1.00 
i Santa Claus plaque, 10 in. diameter, cut-out, 5 colors. Value__  .75 








get full commission, there is no. charge for this service. 





1 Instruction Folder, explaining various ways to use Santa 
Claus cut-outs and plaques. (One method shows how you 
can realize as high as $25.00 from 1 Santa Claus.) Other 
plans explained are equally as good. Value _- 

1 Order Book and Price List Illustrated. Value__-_- 


TOTAL VALUE_--- 
To discourage the idle curious and those who want something for nothing we are making a small charge of $10.00 
for this $25.00 AGENTS’ SAMPLE OUTFIT. This charge is refunded when you sell $100.00 worth of this merchan- 
dise. We guarantee to refund this charge ($10.00) in any event, if the SAMPLE OUTFIT is returned so that it 
reaches the studio not later than December first. OUR AGENTS’ SERVICE DEPARTMENT WILL BE GLAD TO 
HELP YOU CLOSE SALES! After you have your sample outfit and you come across a customer that is hard to 
close write to our Agents’ Service Department, giving the details of the case, and they will help you. YOU will 


susan 10.00 High, Processed in Five Colors—Ad- 


THE D’AUTREMONT STUDIO 


L. F. DDAUTREMONT, President and General Manager 





STYLE 400.—The Hit of the Season, 
Santa Claus Cut-out — Five Feet 


justable Arm. Retail Price, $10.00. 


132 EAST FOURTH STREET 
DAYTON, OHIO 





























LITTLE TIPS FROM BIG MEN 





H. LEAKER, display manager for Henry C. 

Lytton & Sons (The Hub), Chicago, generally 

acclaimed as one of the leading men’s wear displaymen 
in the country, says: 


“The way I try to make an impressive and attractive 
display of men’s wear is to show the merchandise on dis- 
play as nearly as possible as a well-dressed man would 
wear it. For an example, when showing a unit of gray 
suits, have the appropriate accessories, such as hats, shoes, 
gloves, neckwear, and shirts, that should be worn with 
that suit to be correctly dressed. For instance, in a shirt 
window, have the neckwear harmonize with each individual 
shirt and use appropriate jewelry so when a prospective 
buyer is looking at the display he"has a whole outfit at a 
glance. By doing this the shirt and neckwear helps to 


sell the suit of clothing. A displayman making a specialty 
of men’s wear must make a close study of just what a 
well-dressed man wishes and wears. 


“For the window cards and background most of my 
ideas present themselves every day in newspapers, books, 
billboards, etc., decorations in buildings, theaters, ' art 
institutions, magazines, and most of all at the movies. 
Of course, one does not see a complete window back- 
ground, but he must be capable of putting two and two 
together to get the appropriate background or card to be 
used with his displays. In men’s wear displays merchan- 
dise is the most important item. Flowers, background, 
and cards should be attractive, but above all, have the 
clothing, hats or furnishing goods predominate.” 





SANDERSON COMPANY BUYS NEW FIXTURES 


J. E. Sanderson Dry Goods and Clothing Co., Bowling 
Green, Mo., has recently completed extensive improve- 
ments. In addition to interior alterations and decoration 
new display fixtures have been purchased for all the 
windows. 
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/ WINDOW TRIMMER's 
: HANDBOOK 








Greatest Book Ever Written 
For Window Trimmers 


A Cyeaians reference book for every man interested in displaying 
merchandise in windows, show cases, and store interiors. 315 pages. 
Hundreds of illustrations and diagrams. 14,000 already sold. Price only $1— 
postpaid. Note this partial list of cuntents:— 

How to make or buy all kinds of metal, wire, wood, glass and bamboo 

fixtures, stands, brackets, pendants, pedestals, shelves; how to dress, pose 

and group display forms; how to select and use backgrounds; suggestions 

for displays for holidays and other special occasions; composition orna- 

ments; built-up ornaments; paper flower making; crepe paper decorations; 

lattice-work; plaiting; puffing; scene painting; mechanical displays; how 

to display merchandise, helpful hints on advertising, etc. 

Send $1 to-day and get this 315-page I. C. S. Window Trimmer’s Handbook. 

It’s crammed full of ideas that will save you time and money. Satisfaction 
guaranteed. Note other titles, too. Money back if not satisfied. 


INTERNATIONAL CORRESPONDENCE SCHOOLS 
Box 9305, Scranton, Penna. 


| International Correspondence Schools, Box 9305, Scranton, Pa. 
| | ae for which send me, postpaid, the Handbooks | 
marked X, at $1.00 each. It is understood that if I am not entirely satis- 
| fied I may return any or all of them within five days and get my money back. | 
| 0 WINDOW TRIMMER’S HANDBOOK SALESMAN’S HANDBOOK 
(J AUTOMOBILE HANDBOOK BOOKKEEPER’S HANDBOOK | 
| (J ADVERTISING HANDBOOK RADIO HANDBOOK 
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.Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. Thousands of 
Kleradesks are giving entire satisfaction. Saves 
time locating, distributing or sorting papers. 
Takes less space thamatray. Sent FREE trial. 
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THE KINNEAR ARTCRAFTS. 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK 
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Wen Wanted Positions Wantwd For Sale Wanted to Buy 
COMBINATION MAN YOUNG MAN 
ERTS “AE oer WANTED . Experienced in advertising, 
Wax dancing girl and stage. An: exeevionned sada teim- display, cardwriting and selling 
Exhibited at late Convention. “ ad A ibtléer menswear, wants new location 
Se ee ae ee, ae where further advancement is 
Sacrifice Price, $375. wanted for department store. possible. Now located with 
Give references, salary ex- good but limited firm. Have 
J. R. PATTON, pected and all details in first no entered ens but at 
v4: ; opportunity to advance further. 
Care of L. S. Ayres panes ee Se ee References gladly furnished. 
Indi lis, Ind. sesepasb . Address “C, M. 0.” 
se ecranamine: Bx 217, Elmira, N. Y. Care The DISPLAY WORLD. 
OPPORTUNITY EXCHANGE ADS ARE “GO-GETTERS” 
No part of the display field is overlook by The DISPLAY WORLD. 
No part of The DISPLAY WORLD is overlooked by those interested 
in the display field. That’s why your advertisement in the Oppor- 
tunity Exchange will get results. firt 
The rate is low, $1.50 per column inch me 
The results are always satisfactory be 
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| New Introductions for Store and Window 














HERE is a wealth of valuable display material in the 

catalogues and descriptive literature now being distri- 
buted in the display field.. Designers and artists seem to 
have prepared for this holiday season more and better dis- 
play essentials and decorations than were ever introduced 
at any previous season, and it will please merchants and 
displaymen to note that better decorations are available 
now at costs considerably less than were imperative in past 





Baumann’s Candle Plaque No. 3B-508 


years. The rapidly expanding field, with proportionately 
increasing demands for display properties and embellish- 
ments, together with increased: efficiency in the manufac- 
turing industry, has, most naturally, been. instrumental. in 
the noticeable decrease in prices of good quality products. 

At this time of the year the display industry’s greatest 
activity is centered in the artificial flower houses and such 
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5 
Holly Decoration, Baumann’s No. 3C-240 


firms that offer lines of the purely decorative nature. From 
these come the hundreds of suggestions, each one designed 
to increase the attention value of-the display window, and, 
accordingly, the sales power of it. : 


Unusually effective and unique of design are many of 
the latest conceptions of the Botanical Decorating Com- 
pany, the Schack Artificial Flower Co., Doty & Scrimgeour, 
L. Baumann & Co., and other manufacturers. The Botan- 
ical, always to be relied upon for striking conceptions of 
real practical merit, have presented one of the most ex- 
tensive lines of artificial flowers and set pieces ever exhib- 
ited. Schack Artificial Flower Co., for years one of the best 
and most popular manufacturing organizations serving the 
display industry, also has outdone previous efforts, which 
is saying a great deal. And Schack’s prices and guarantee 
make interesting reading to displaymen interested in 
Christmas decorations. 

Displaymen will find Doty & Scrimgeour’s latest descrip- 
tive material of pertinent interest. Extensive sample books 
have been prepared and actual pieces of hundreds of deco- 
rative paper numbers make buying from Doty & Scrim- 
geour easy and safe. L. Baumann & Co., manufacturers of 
artificial flowers, as usual, are offering most interesting and 
effective numbers at prices that are really unusual. 





Schack’s Japanese Rope Shade 


Illustrated here are a few numbers taken from the latest 
catalogues and in which various sales representatives say 
there exists considerable displayman interest. Bauman’s 
candle placque is getting a big play, and little imagination 
is required to discern the value of this number at $16.25. 
It is of good design, made of reinforced wallboard and 
decorated in dull silver backed with grey satin with poin- 
settia and holly centerpiece. Brackets are metallic finish 
and candles are red. This number is twenty-one inches 
wide, twenty-four inches high, and is shipped wired com- 
plete. Another Pauman number getting much attention in 
the early buying is the holly and mistletoe decoration No. 
3C240. This piece is made of best grade green holly leaves 
and mistletoe, is soft and pliable and most gracefully made 
up. It is forty-two inchés high and sells for $4.50 each, or 
$46.00 a dozen. 

Schack Artificial Flower Co. has many big sellers in its 
Christmas line, but there is one little number that big and 
small stores alike have bought in great numbers. Pecu- 
liarly enough, it is a staple number and has found place 
in Schack’s line for several seasons. It is the Japanese rope 
shade, illustrated here. This is an effective and practical 
number, 24 inches in diameter, and sells at $2.75 each. 
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top slippers for displaymen. 
per pair, $4.00 % doz., 


patented, 85c postpaid. 








220 South Benton Way 


pospaid. 


} FOR SALE—Fleece-lined Jersey cloth, taped oe 

c 
Patent pending. 
Ideal pocket hammer, 4% in. long, nickel plated, 


Fits over any shoe, 


J. M. WALTERS, Mfr., 
Los Angeles, Cal. 














WINDOW TRIMMERS, DISPLAYMEN 


Paint your own Scenic Background and Artistic Accessories. 
We teach you how by Mail. Our Exclusive Correspondence 
Courses in Theatrical Scene Painting and Pictorial Arts are 
practical and inexpensive. We also sell Imported Theatrical 
Scenery Models; they are a 

. trated Literature and Price Lists. 


ENKEBOLL ART INSTITUTE, Omaha, Neb. 


Send stamps for Illus- 
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Jerome A. koerber- 





A Typical Example of Its Appeal:— 


The Display Publishing Co.: 


THE ART OF DRAPING, by Jerome A. Koerber, is indeed a much-needed text on this 
subject, a subject that has never been adequately treated in the past. 


After going through the book, studying the sketches and diagrams, reading the numerous 
articles contained therein referring to draping, proper lighting, color combinations, as well 
as good perspectives, together with some very smart reproductions of many excellent dis- 
plays, which illustrate most correctly the suggestions that Mr. Koerber publishes in his book, 
I found it to be the best book ever published in the history of the display profession. 


I wish to call attention to the fact that I was one of the oldest display men in the east 
when I retired from the game and went into business, and very often inquiries were made to 
me relative to a book that would be written for the young and ambitious decorator, and 
wherein he could find suggestions to improve himself not only in the art of draping, but also 
in lighting effects and the other phases that require schooling besides practice. I have come 
to the conclusion, having read the contents of the Koerber, ART OF DRAPING, that it is a 
book that should have been published long ago, as it contains more valuable suggestions and 
ideas than any one could acquire after many years of practice. 


I wish to congratulate the author for the correctness and accuracy of the details contained 
in this book, and hope that it will be fully appreciated by all the display men, not only in this 
country, but also in the old world. 

Yours very truly, 


merits of Mr. Koerber’s unusual textbook, THE Pres., The Katz-Charrot Co. 


(ee: above is an unsolicited testimonial on iE) EMILE KATZ, 
ART OF DRAPING. Former Display Manager. 


CINCINNATI, OHIO 


Tear Off and Mail Today 


THE DISPLAY PUBLISHING CO., 


SPECIAL OFFER 


a 

A copy of this new book, THE | 

ART OF DRAPING, together l 

with a year’s subscription to The 

El a 
| 
| 
| 


THE DISPLAY PUBLISHING CO., Cincinnati, Ohio. 


Gentlemen: Enrlosed find money order for $3.00 for one copy 
of Koerber’s ART OF DRAPING. Ship postpaid to following 
address: 


saving of $1.00—both for $4.00. 
If you are already a subscriber 
subscription will be extended. 
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For it’s an unusually interesting and worthy family, to know; inasmuch as 
there has never been anything of the kind that would draw and hold the attention 
of the people, nor create as pleasing and favorable impression as will the NOR- 
MANDIE ADVERTISING MACHINE, which can only, be appreciated when 
seeing the machine itself in action. 


When you see the head move in all directions, the eye brows* move 
up and down, the human eyes roll from side to side and the mouth 
open and close as though in conversation with the Public, showing 
his teeth, his hands moving up and down, lifting SIXTEEN signs one 
after the other, describing your product—it really is a HUMAN 
ELECTRIC MACHINE. 


. t 
Ae 
* 
A ‘ 


, 
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Advertisir iSTipps se 


There is really but Having not only human 
one figure—all the interest in a marked de- 
striking changes be- gree, being humanly ‘Jife- 
ing effected by dif- — like, it causes the crowds 
ferent make-ups, so to stop, look,’ read and 

These Machines a figure can be amma, Bg Py. on = 
fare me 4 igure an e matter 
siabieltaiAkesiar yet dressed ‘for > oe written’on the SIXTEEN 
Out of order quirement and can cards describing your pro- 
be used all year duct—but*on the windows 

round. ‘ and their contents. 


The NORMANDIE machine i 

The size of the casing is 16x20x20 ; driven by well-constructed mechanis 

inches, and with the figure has a height iuiala combined with an electric motor. Thi 

of about 39 inches. The placards, 7x12 pas 

inches, can be quickly changed, so that 

you are always in a position to show 
something novel. 


special motor is universal and can b 
used on alternating or direct curren 
by attaching-to an electric light socket 
The consumption of current is ver 
low and corresponds approximately t¢ 
that of an electric light bulb of 2 
watts. The machine works automati 
cally and requires no attention. 


NORMANDIE machines stop the 
people wherever shown, and, unlike 
many other novelties costing three or 
four times as much, they hold‘'their 
attention in the same way as actors 
upon the stage. 


By ‘changing the costumes and signs, you have an Jtntirely 
new subject. The figures come dressed in any one of five sub- 
jects. In ordering state by name which you desire. The cos- 
tumes are $5.00 each. : 


All parts guaranteed against defects. 


Price $200 


Net Cash F. O. B. New York 
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